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Illinois legislators propose to pro- 
hibit double features in the movies, | 
but the exhibitors say they’re as) 
necessary to them as their double | 
chins. | 

7, FT F | 


If law makers start regulating 
things like double features, you 
may expect somebody to bob up 
with the revolutionary idea that 
box tops aren’t to be used as cur- 
rency. 

_ = 


One of the fellows who is wor- 
ried because of the attempts to rule 
double features out of the picture 
business is the genius who invented 
the two-pants suit. 


a 


About the only double which 
legislators, state and national, may 
be counted on to dodge successfully 
is that little matter of double taxa- 
tion. 
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Nature is grand and science is 
wonderful, so it ought to be pos- 
sible one of these days to produce 
a nice, juicy watermelon without 
any seeds. 
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In announcing the suspension of 
Ken the publishers say frankly they 
backed the wrong horse. Well, 
even Man o’ War couldn’t win every 
race. 


— w¥ 


General Cigar is offering White 
Owls free with coupons from its 
ad in the S. E. P., but in spite of 
this bullish influence you can still 
buy a Post for five cents. 
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The DeBeers diamond interests 
of South Africa will conduct a 
three-year educational campaign in 
the United States. If you aren't 
wearing diamonds by 1942 your 
education will be at fault. 
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The ice industry has decided to 
increase its advertising budget for 
1940. Here’s one important group 
of business men who refuse to be 
suspected of having cold feet. 


, 


C. E. Hooper has an evaluation | 
hart with 58 points for headlines | 


lone. 


TURNS PRICE BOOST TO GOOD ADVANTAGE 


odtmr braods 


SMOKERS: SAVE THE COST OF THE 
STATE AND CITY CIGARETTE TAX! 


Camel's finer, more expensive tobaccos burn longer. More puffs per pack, more 
pleasure per puff—Camels are the quality cigarette every smoker can afford! 


Whatever price you pay per pack, it’s im- 
portant to remember this fact: Ay burn- 
gag 25% slower tham the average of the 15 
other of the Largest selling brands tested — 


EXTRA SMOKES 
PER PACK 


Impartial laborstory coves of 16 of ithe largat-celling 
brands show which one of them gives the most actual 
smoking per peck. The findings were: 


CAMELS were found tocontmin MORE TOBACCO 
BY WEIGHT than the average for the 15 other of 
the largest-selling brands. 


CAMELS BURNED SLOWER THAN ANY 

OTHER BRAND TESTED—25% SLOWER 
THAN THE AVERAGE TIME OF THE 15 OTHER 
OF THE LARGEST SELLING BRANDS! By burning 
25% slower, on the average, Camels give smokers the 
equivalent of 5 EXTRA SMOKES PER PACK! 


ligitful fragrance sed appeal.og see Aad 
ouly Camel con give you the fameus blend of 
costlier tobeccos thar made Camel America 
Cigareue No. 1. If you're mot s Camel smoker, 
eee od 


MORE PLEASURE 
PER PUFF © 
MORE PUFFS: 

PER hbo 


In the same tes, CAMELS HELD THEIR ASH bos ns 
FAR LONGER than the average time for all the 


Penny tor penny 
your best 


cigarette buy 


General Motors 
Starts First Big 
Push on Diesels 


Heavy Industrial Cam- 
paign to Supplement 
Consumer Copy 


(Picture on Page 31) 

Cleveland, O., July 6.— General 
Motors Sales Corporation’s Diesel 
Engine «Division stepped out this 
week with a spread in The Satur- 
day Evening Post announcing to 
all and sundry that it is now 
ready to do business on a stand- 
ard line of 2-cycle diesel power 
units, applicable to all prime 
mover purposes. This is the first 
consumer copy on diesels used by 
G-M, although promotion plans 
were originally sketched in Jan- 
uary, 1938. The delay was occa- 
sioned by the ironing out of pro- 


New York Price 


Rise Lends Camels’ 


Copy Helping Hand 


New York, July 6.—Seizing upon 
the increase in cigarette prices 
which took effect last week, R. J. 
Reynolds Tobacco Company placed 
large space copy in newspapers 
here this week to advise smokers 
to “save the cost of the state and 
city cigarette tax” by buying 
Camels. 

Cigarette prices skyrocketed three 
cents a pack on July 1 when a 
new two-cent state levy became 
effective, and consumers were asked 
for the first time to assume the cost 
of the one-cent city tax. “Big 
Four” brands now sell for 17 cents 
a pack or two for 32, compared 
with 14 cents and two for 27 be- 
fore the increase. 

While other cigarettes in the same 
price class failed to mention the in- 
crease in local newspaper copy, 
Reynolds exploited the occasion by 
adapting its “more smoking per 

Benin ncn on Page 29) 


Bitter Repercussions Follow 
‘Bargain’ Copy i in Tire Field 


Largest Meeting i in 
NAB History Set 


for Atlantic City 


Program Code, Copy- 
right Problems to Oc- 
cupy the Limelight 


Washington, D. C., July 7.—Offi- 
cial consideration of the proposed 
new radio program code, the report 
of the copyright committee and 
formulation of plans for the expan- 
sion of the Bureau of Radio Adver- 
tising stood out today as three of 
the chief developments of interest 
that will occupy the attention of 
the National Association of Broad- 
casters at its 17th annual conven- 
tion in Atlantic City next week. 

The meeting, the first since the 
NAB reorganization last year, has 
already attracted the largest num- 
ber of advance registrations in the 
association’s history. Among the 
headline speakers will be Carl Mil- 
liken, secretary of the Motion Pic- 
ture Producers and Distributors of 
America, who for the past 17 years 
has been in charge of the industry’s 
code of self-regulation; Elmer F. 

(Continued on Page 7) 


New Depilatory 
Employs Nude As 
Summer Attraction 


(Picture on Page 31) 

New York, July 6.—A symbolic, 
air-brushed’ nude will hold a tense 
pose all summer in women’s maga- 
zines to demonstrate the smooth- 
skin effect promised by Imra, a new 
depilatory which Parfums Chevalier 
Garde, Inc.; is introducing to a 
world of hair-despising women. 

Described as a cosmetic depila- 
tory which is “actually odorless and 
painless,”“Imra is said to remove 
hair in a few minutes after ap- 
plication with an accompanying 

(Continued on — 8) 


Dealers Join Better 
Business Bureaus in 
Vigorous Protests 


Akron O., July 6—The B. F. 
Goodrich Company used bombas- 
tic newspaper advertising deliber- 
ately, not only to help its dealers 
meet the competitive situation dur- 
ing two of the best selling weeks 
of the year, but to attract attention 
to “an intolerable situation,” Philip 
C. Handerson, advertising manager 
of the company, told ADVERTISING 
AGE today. This statement followed 
heavy advertising of pre-holiday 
tire sales which contained so many 
alleged departures from fact that 
repercussions were felt in almost 
every important market in the 
country. Several prominent manu- 
facturers promised savings of 50 
per cent in tire purchases. 

Four Atlanta retail companies 
filed suit in Fulton Superior Court 
against Goodyear Tire & Rubber 
Company and Firestone Tire & 
Rubber Company, alleging that 
claims made in newspaper copy 
were without a factual basis and 
that the advertised “former price” 
was substantially above the actual 
price formerly charged. 


Ash Permanent Injunction ~~: 


The plaintiffs, City Tire Com- 
pany, Gordy Tire Company, Mason- 
Kominers Tire Company and Prior 
Tire Company, charged that this 
advertising had alienated many of 
their customers and they asked 
both a permanent injunction against 
such claims and damages of $5,000 
each. Better Business Bureaus 
throughout the country also ex- 
pressed concern at the appearance 
of the cut-rate tire copy, which in 
the present instance, offered qual- 
ity tires at savings approximating 
50 per cent. 

Goodyear, according to the Bet- 
ter Business Bureau of Pittsburgh, 

(Continued on Page 8) 


Paul Waner Asks 
$150,000 Damages 
in Radio ‘Slander’ 


Boston, July 6.—Three suits ask- 
ing $50,000 damages each have 


. 
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But memorizing the whole | duction problems and _ distributor 
7) rt won't guarantee the production | setup. 
f a blue-ribbon headline. Initial copy is mainly a review 
|}of the dramatic applications of 
n yy 


diesels to commercial use, some of 
Now that they’ve invented a new 


been filed by Paul Waner, star out- 


Last Minute a Piaches |fielder of the Pittsburgh Pirates 
baseball club, against Bayuk Cigars, 
Payne Leaves ABP for Dodge Corporation | 


Inc., the Yankee Network, Inc., 
New York, July 7.—H. Judd Payne has resigned as executive vice- | anq John J. Stevens, radio com- 
president of Associated Business Papers, Inc., to become vice- president | | mentator. 
in charge of the magazine division of F. W. Dodge Corporation, New | The ball player charges that he 
York, the latter announced today. Mr. Payne will also be a director of | Wa, siandered in a sports broadcast 
the company. Magazines under his charge will be Architectural Record |1.4rq throughout New England 
and Real Estate Record. Before joining the ABP ten years ago, Mr. through the Yankee Network in a 
Payne was a research man for General Electric Company and an editor program sponsored by Bayuk and 


ee a 


which have made the newspaper 
kind of diaper which doesn’t need _ columns as news and feature items. 

to be folded, papa can take over the | It tells how a diesel-powered tug 
naintenance department and let | | berthed an ocean liner in half the | 


imma concentrate on production. usual time employed by a flock of | 
the old-style boats, and how a} 


0 eee diesel engine was light enough to | !0° McGraw-Hill Publishing Company. |conducted by Stevens. Separate 

' be shipped by air to the Canadian | actions were filed against the spon- 

t \DVERTISING AGE published a pic- gold fields. General Motors claims Gulf Oil Starts Largest Newspaper Drive 'sor, the network and the program 
e » of Sam Snead in earnest con- | iasthinesidl Pp 6 New York, July 7.—Following the recent acquisition of Pure Oil conduaten 

ation with his sponsor, the | (Continued on Page 6) Company gas stations in the metropolitan New York area, Gulf os) The laintiff alleges that h s 

ut 1 of the Wilson Sporting Goods | ===> Company today revealed plans for what is termed the largest newspaper P ges that he was 


*- criticized on the May 1 


mpany. Of course the latter | advertising campaign it has ever waged in this territory. Beginning July | 
lidn’t say, “Now, if it hadn’t sen ore CS MAN | 15 space will be used in 143 newspapers in 127 cities in New York, New bayuk program, that his reputation 
for that 8—” | Ad-libbing '2| Jersey and Connecticut. In addition, Gulf Oil will continue its national |*5 3 ball player was injured, and 
ae a | Basic Business Index. . 28| schedule in magazines, radio and outdoor. Young & Rubicam is in that the broadcast has exposed him 
| Coming Conventions 23 | charge. pe Pl sy hatred, contempt eae 
Samming Sam Snead has made | Eerninas of Advertisers 21 | 
G fe more worth living for golfers | re i. 12 Rolls Razor to Attack Electric Shaver Field Anew | Besides suing for slander, the 
“verywhere. When he blew the | Getting Personal 22 | New York, July 7.—In an attempt to check the sales progress reg- | Outffelder charged libel in a type- 
rk ‘ational open with a resounding iii Mies deus istered during the past few years by electric shavers, Rolls Razor, Inc.| Written manuscript prepared in 
“ight, every divot digger decided|,.. enue 2) will step out next fall with a merchandising campaign in behalf of the | connection with the broadcast. The 
U was still balm in Gilead. | Photographic Review . 3!| Viceroy, a new non-electric dry shaver recently introduced in England. | program was aired just before the 


| Rough Proofs || Sales emphasis will be placed on the fact that Viceroy can be used any- | Pirates invaded Boston for a series 


Copy Cus. | Voice of the Advertiser 18 | where without recourse to an electric outlet. Price will be about $20.| with the Bees. 
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Armour Introduces 
‘Treet,’ New Meat, 
in Five Markets 


Varied Techniques Used 


in First Announcement 
of Specialty 


(Picture on Page 31) 


Chicago, July 6.—Armour & Co. 
initiated elaborate test campaigns 
this week in five cities to determine 
the public reaction to Treet, a new 
meat specialty, and to establish the 
pattern for a nationwide introduc- 
tion of the spiced pork product, 
which will probably be launched on 
the marketing seas in the fall. 

Not only the type of advertising, 
but even its shape was altered in 
the five cities selected for the test. 
In Jacksonville, Fla., 250 lines on 
four columns was used to hook up 
the story of the goodness of Treet 
with an offer of a premium of a 


line which said that “Treet, Ar- 


used, straight introductory copy 


mour’s new all-purpose meat, suits | covering 170 lines on seven col- 
| umns. 


| Sesienmayiieta taste to a ‘T.’” 


Testimonial Copy 


In Albany, 200 lines on three| contained a message from F. W. | 
columns, in black and white, also | Specht, vice-president and general | 
featured the premium deal, line| sales manager, among others. This 


drawings of a husband praising the 
| breakfast which begins with Treet, 
|and of a wife who lauded the sim- 
|plicity of preparing a meal with 
this new meat, adding life to the 
advertisement. 

In Fort Wayne, Ind., Armour 
used 200 lines on five columns, and 
substituted a contest for the pre- 
mium. Cash _ prizes 
$100 will be given Fort Wayne 
housewives for completing 
sentence in not more than 15 words: 
“IT like Treet because——.” First 
prize is $50, second prize is $10, 
and five third prizes of $5 each will 
be awarded, with 15 other respond- 
ents getting $1 each. The contest 
will close July 23. 


Tempo Is Changed 


The prize contest also was a fea- 
ture of smaller copy in Hartford, 
Conn., where Treet was announced 
in an advertisement occupying only 


aggregating | 


|mour salesmen 


this | 
| there. 
product with the kind of advertis- | 


The portfolio distributed to Ar- 
in the test cities 


note, addressed to 

dealers, said in part: 
“Over three years of work in our 

test kitchens, laboratories and can- 


the company’s 


ning rooms were required to make | 


of Treet the product that we now 
have to offer you. We offer you 
Treet not as just ‘another canned 
meat,’ but as a volume and profit- 
producing specialty that your cus- 
tomers will want for a wide variety 
of uses. And we are not stopping 
We are backing this 


ing that will sell Treet in volume 
for the dealers who stock it. 


“We invite you to be one of the | 


progressive merchants who. will 
reap maximum profits from this 
new meat product by joining us in 
offering it to the American public.” 


Stress Suggested Uses 


Marie Gifford, Armour household 
economist, also performed a note- 


new | 


APPEAL TO STAY- AT-HOMERS 


fea 


SATURDAY: 


Fe wmimming, sailing Uiching on yew tet af om 
noten 


ey NK END new 
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ORLEANS 


GIGANTIC FIREWORKS DISPLAY — 0 gem cimas of the jeyts woet-ond wil be the memmeth frwwerte die 
ity Reged by he ety of Maw Ovineme ‘wemdey git Methang of mech apectecuier beaty hes ore heme eeged © the ey 
of Mew Ovens beaters. 


MEW ORLEART PARKS PREPARE — 605 026m revered ome eter rnment of enmende of vate Beck 
8 wemteren of beets = ten garden remmmang goon galt ints comme outs conding lonee te ba cing greed 
Py nets ee Me ene Mh nnd gegen see bectqrem de le cands comers devotee whe plan te ceed the mene 
of ee eyhe went ond om Mm 


° . ° ° . . ° ° WOMDAY FEATURES AT THE STORES —oetcere rtomioy to + tow of Mew Orean’ toren They've planned 
sparkling glass refrigerator jar with | 140 lines on three columns, with| worthy task in developing a large a lahigcoterigoatiaticcedd aptptendieettboce led calor’ 
every can. Color was used in the| localization omitted. Color and} number of recipes, some of which cecetene ia toed tee, bonaam of satel en of vemats apes Sdnadep i a 

. t44 S45 sli ‘ © © + ‘ © , sco . fered Penck 

initial copy, and additional punch | large space were utilized in Dallas, were used in advertising, others cow enn rem manne Ee 
was achieved by a localized head| where, however, no “hook” was| compressed into a booklet for dis- wonpay: Nera ane tate ant Named Seton dhe en tras Came te gt rae Mew Orton at 


Make Your Own Records with 
this New RCA Victor Recorder! 


roe © Mew Orineme deleghtdhy cont ev conde 
tered tore Oe the mgt cutee 


TUESDAY: 

Nee Ne beet erm ero entend the bel gemen 
ot nen mat oman sae he gente owwerte 
Caginy 0 City Part 


BRB? 


/ 


SWWWME, SAM FBR ens ne ected reese coed Mae ro! dors oe New Oninam megeegn letetens 
here eres lec dty « prewstnd (er vow comfort watery end engryment Or mame « the weeshetind parts rete @ the 
poem pins Senne gett end othe geome = the many places where mech leche we bounty provided 


GASEBALL DOUBLEMEADER— tem ngiem terre pny the Mew Orinens Petcare «! Palican Wendin Jady om 
re 


New Orleans Association of Commerce 


In contrast with the conventional appeals to city dwellers to "get out of the city 


over the Fourth,” 


the New Orleans Association of Commerce used this copy 


in local newspapers to ongnutie the attractions of the city. 


| tribution with the product itself. 
| Since the leaflet could not be used | 
|/as an insert, Armour put the ma- 
terial in an outsert which is at- 
tached to the container. 

| With all of this ammunition, Ar- 
|mour salesmen reached their goal 
|of almost 100 per cent distribution 
in the selected cities without diffi- 
culty or loss of time. The advertis- 
ing will wane gradually and then 
bloom again as the test period 
comes to a close. W. R. Hemrich 
|}is advertising manager of the com- 
j}pany. The account is handled by 
Lord & Thomas. 


Lever Renews Two; 


P&G Shifts on CBS 

| Lever Brothers Company, Cam- 
bridge, Mass., has renewed two 
| serial programs on the Columbia 
Broadcasting System for one year. 
“Big Sister,” promoting Rinso, is 
broadcast on 66 stations from 11:30 
|}to 11:45 a. m., and “Aunt Jenny’s 
| Stories,” for Spry, is heard from 


11:45 a. 


CBC to Conmel 
Private Networks 
in September 


Ottawa, Ont., July 6.—Improve- 
ment of broadcasting in Canada is 
believed to be the motivating force 
in the decision of the Canadian 
Broadcasting Corporation to assume 
control] of all private radio net- 
works Sept. 24, 1939. Both adver- 
tising and entertainment will be 
affected. 

Hitherto, only 33 of the 76 sta- 
tions in Canada have been mem- 
bers of the Canadian Broadcasting 
Corporation. Maj. Gladstone Mur- 
ray, general manager, has long 
been an admirer of radio as ex- 
emplified by networks in the United 
States, and is said to have been 
encouraged to form a larger Cana- 
dian chain by a special committee 
on radio formed during the last ses- 
sion of Parliament. 

Affiliation of private stations with 


m. to 12 on 59 outlets, both 
five days a week. Ruthrauff & 
|'Ryan, New York, has the account. 
| Procter & Gamble Company, Cin- 
;cinnati, will shift its “Knicker- 
bocker Playhouse” for Teel on CBS 
from the time it now occupies on 
Sunday from 10 to 10:30 p. m. to 
Wednesday, from 9 to 9:30 p. m., 


the CBC will be voluntary. Those 
which join will be paid a basic rate 
somewhat lower than their hourly 
card rates. The CBC will retain 
the remainder and use it for im- 
provement of radio programs. 
Many private stations regard the 


Suggest it to your clients for sales 
campaigns and salesmen training 


re: It's an idea that will help you sell your ideas! For when 
td you make your own records of suggested advertising 


RCA Victor De Luxe Recorder, Model MI-12700. The finest equipment 
campaigns and radio programs you make them truly 


of its type for instantaneous recording and immediate play-back, of al! 


' new ruling as an invasion of their 
i convincing by giving them //fe/ Moreover, it’s an inex- forms of sound. Turntable speeds of 78 of $4.13 6 p.m.; recording from effective July 12. Arrangements rights. It has been common prac- 
pensive W ay to m ake client presentations —and has many center outor nm to center. Accommodates records from 6" to 16 in diam | were made through H. W. Kasto1 | tice in Canada for stations to form 
other adv ants Ages too! Y ou can m ike your records under eter. High-fidelity components used throughout insure best results both in |& Sons Advertising Company, Chi- | inf af k 
favorabl lit Y an present the best of several recording and play-back of completed records) Newly designed cago. more or less informal networks ac- 
avorable conditions. You c »yrese 1e best o Q 


$475° 


This Recorder is also available in Portable type with turntable rotation of 
78 rpm of from 6" to 12 


cording to the requirements of ad- 
vertisers. 


cutting head. Complete with velocity Microphone and floor stand onus 


recordings. And if your client is out-of-town the record 
may be mailed for only a few cents. 
You can give your clients extra service, too, by sug- 


Gets Two in Brazil 


McCann - Erickson 


Accommodates discs in diameter. Immediate 


play-back High-fidelity throughout. Complete with RCA Aero Corporation, 


Agency for Samuels 
a gesting the use of this RCA Victor Recorder for their dynamic Microphone and table stand $179 international division of the Mc- 4 W. Samuels Distillery. Cin 
be sales campaigns —and for training salesmen. Many lead- Cann agency, has been appointed to Samuels Distillery, 
< { . k ; ; : j : er Trademarks ‘RCA Victor’ and ‘Victor’ Reg. by U. S. Pat. Off handle advertising in Brazil of cinnati, has appointed Stockton- 
” ing firms are making such recordings successfully. by RCA Manufeceusinn Co.. fat West-Burkart, Cincinnati, to direct 


Record Watch Company, Geneva, 
and Reis Fillos, Portu- | 


The uses of an RCA Victor Recorder are many and | Switzerland. the advertising of T. W. Samuels 


varied. And its excellent performance is the natural For finer radio perteomanen, RCA VICTOR RADIO TUBES. | gese silver works. Newspapers and|and Old Jordan whiskies. News- 
result of RCA Victor's unmatched experience in sound sides Eads diueian tas tatien aie ger: Sa | magazines will be used for both| papers will be used. E. J. Hughes 
suid recording and reproduction. Simple to operate, the RCA ee ee ee ee clients. jis account executive. 
Seam Victor Recorder instantly plays back the records it makes. Listen to the Magic Key every Monday night 8:30 t0 9:30 P. — 
*, E.D.S.T. on NBC Blue Network 


For full details mail the coupon. 
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ADVERTISING AGE 


July 10, 1935 


Eager Students Find 
Both Good and Bad 
in Advertising 


Intelligent Approach 
to Consumer Problems 
Stressed in Course 


By W. H. WATT 
Downingtown, Pa., July 6.—Con- 
sumer education for students in 
this rural minded town of 4,554, 


some 22 miles west of Philadelphia | students’ 


and but slightly further from the 
haunts of Messrs. Kallet, 
et al, 
more. 

Analysis of what students here 
are taught regarding advertising 
reveals two salient points: Few ad- 
vertisers have much to fear in the 
attitude toward advertising taken 
by these students, although any ad- 
vertiser can expect this group to 
approach intelligently the problem 
of evaluating copy claims. 

Timely, though not necessarily 


the course in buying and merchan- 
dising given ADVERTISING AGE today 
by Clyde Spitzner, instructor, for 
it was but last week that the Ad- 


| vertising Federation of America re- 


leased its highly critical review of 


|a textbook by Harold Rugg used in 


many schools. Mr. Rugg’s book, 
incidentally, does not appear on the 
list of those scrutinized by Down- 
ingtown students, although they do 
peruse Consumers Research and 
Consumers Union literature, 
as material proffered by 
ers. 


advertis- 


“Buymanship” Stressed 


as well | 


Mr. Spitzner emphasized that the 


buying and merchandising course 
had not only served to improve the 
“buymanship,” but that it 
had given local merchants a new 


Schlink | selling angle. 
means just that and nothing | 


Classroom tests and discussions 
on the less complex products pro- 
duce recommendations as to “best 
buys.” Local merchants, though at 
first somewhat aroused by the pub- 
licity given these findings, now co- 
operate with the class in featuring 
the “‘best buys.” 

In an instance cited by Mr. Spitz- 
ner as typical, the class learned 
that one G-E bulb gave 1,000 hours 
of illumination at a cost of 15 cents 


representative, was the outline of|as compared with a 600-hour life 


YOU COULD HAVE 


KNOCKED US 


F 


“The Wrightville Clarion”’ 
comic strip—up to now a participating pro- 
gram with a loyal following developed dur- 
ing five years of continuous performances. 


Last December we decided to look into its 
popularity—and you could have knocked us 
over with a feather when we got the answer! 


One-minute announcements on December 2 

3, 5 and 6 offered simply a photograph of 
the ‘“‘Clarion”’ cast. Delighted ‘‘subscribers”’ 
snapped back 5,416 requests—proving that 


the ‘Clarion’ 


thought—and a smart buy for some single 
sponsor who wants a ready-paved path into 


the homes of WTIC’s big 
audience. 


*is even more popular than we 


is a sure-fire 


NOT SO FAR-FETCHED 


Kinetic Chemicals, Inc., 
magazine copy. 
on b Seapne in His Office.” 


for a 10 cent bulb (also G-E) of 
similar wattage. When the man- 
ager of a local chain store heard of 


this, he followed suit by closing | 
out his stock of the 10-cent bulb | 


and then prominently displaying 


and friendly 


pt 


IN SOUTHERN NEW ENGLAND WTIC RATES 


FIRST 


@ IN LISTENER POPULARITY BY 2 T0 1 
IN THE 


@ iN NUMBER OF NETWORK ADVERTISERS 
NUMBER OF NATIONAL SPOT 


The Station With the Friendly Audience 


OF ety 7 ee 
NBC Red Network and Yankee e 
wang comrnghenoedtsi. apd : 


HARTFORD AREA 


ADVERTISERS 


WTIC 


50,000 WATTS - HARTFORD, CONN. 


= a 


Detroit Sa. 


Wilmington, Del., 
Beneath the illustration is the headline: 
The waney is an air conditioner at home. 


steps out with this stopper in current 
"The Man Who Insisted 


the “better buy.” 

A feature of the daily class work 
is the “Consumer Quiz Club,” a 
radio program sponsored by R. H. 
Macy & Co. The students were re- 
;cent guests of the store and of 
| Young & Rubicam as participants 
in the show. Each answered all 
questions perfectly to win the five 
silver dollars, given by the store 
as a prize to symbolize proficiency 
in retail buying. 

Mr. Spitzner felt 


the awards 


made in consumer education in 
public high schools. He pointed 
out that one year ago there were 
but seven such courses in Pennsyl- 
|vania schools while there are now 
19. 


Cites Balanced Perspective 


“Many courses in consumer edu- 
cation tend to overemphasize cer- 
| tain unfair practices which exist in 
|our business life today” Mr. Spitz- 
ner continued. “Overemphasis on 
such topics as fraud and its detec- 
| tion, and analysis of fraudulent ad- 
vertising practices, to mention but 
a few, tends to warp the mind of 
the high school pupil to the extent 
that he questions all types of busi- 
ness activities. It is the aim of my 
course to study and bring to light 
in an impartial manner the various 
factors involved. The whole field 
of consumer education has been 
neglected for too long a time. Com- 
munities are just becoming con- 
scious of the need for training along 
the lines of information and guid- 
ance.” 

The instructor does not condone 
the practice of certain canners in 
marketing one grade of peaches 
under six different labels at as 
many different resale prices. Con- 
siderable research has been done 
by students on such trade practices 


and they are advised to purchase 
the brand sold at lowest retail 
figure. 

As to advertising, students are 


served as recognition of the strides | 


ee 


| told that it has a valuable functig 

in our economic structure. Sever, 

students aspire to advertising pogj. | 
| tions when they leave school. The 

|are informed there is a differen 
"between good advertising and ba, 
"advertising and they are full; 

|aware of the benefits of truthfy 

advertising. Mr. Spitzner said hy, 
doesn’t want advertisements to } 

| too technical as such advertisement 

may lose their usefulness throug 

being too dull. He did, howeve, 
stress the value of more factua) 
and informative copy and illustra. 
tions presented in an attractive ang 
attention-arresting manner so tha 
the facts and information will be 
seen, read and heeded. 

Students have been _instructe 
that commercial radio announce. 
ments are checked by the Federa| 
Trade Commission as well as news. 
paper and magazine advertisements. 
and that the latter two also mus 
conform to postal regulations. Stric. 
ter regulation of advertisers wa; 
not urged or believed to be bene. 
| ficial by the instructor, his aim 
rather being to bring advertisers to 
a realization of the desires of the 
consumer in advertising and brand- 
ing methods. 

Mr. Spitzner said his 78 student: 
control or influence the buying 
habits of over 400 people, quite a 
bloc in a town of less than 5,000. 


Claims Testimonials Insincere 


Testimonial advertising, in Mr 
Spitzner’s course, is pointed out as 
being for the most part, insincere 
The example of Constance Tal- 
madge posing for and endorsing 
over 400 products in a 24-hour 
period is cited as a typical case of 
such insincerity. 

One of the class’ pet advertising 
dislikes is the door-to-door dodger 
which a local ordinance prohibits 
In a recent local controversy over 
outdoor posters, however, the class 
agreed they served a useful pur- 
pose, going so far as to point out 
that such signs provided roadside 
illumination and so promoted safer 
night driving. 

Mr. Spitzner said he feels that an 
effort to “debunk” advertising 
would simply serve to debunk his 
own teachings. This view he ob- 
tained from Dr. John N. Given, 
director of commercial education of 
Los Angeles city schools where con- 
sumer education courses are re- 
quired by law as part of the high 
school curriculum. Mr. Spitzner 
was a pupil of Dr. Given last sum- 
mer at Pittsburgh University. 

Discussing books used by the 
class, Mr. Spitzner mentioned 
“When You Buy,” by _ Trilling 
Nicholas and Eberhart, published 
by Lippincott. 

“Because it presents an unbiased 
opinion,” said Mr. Spitzner, “this 
text prevents the rise of difficulties 
between school or teacher and com- 
munity. It is important that the 
teacher, if he would avoid such 
difficulties, abide by the decision 
and opinions of the book. It con- 
tains many illustrations and car- 

(Continued on Page 5) 
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ADVERTISING AGE 


Fager Students Find 
Both Good and Bad 
in Advertising 


(Continued from Page 4) 


toons Which seem to impress the 
students. The unfortunate feature 
of this book is its omission of 
chapters on such vital subjects as 
insurance and investment, which 
must be studied separately. Other 
topics, such as economic insecurity, 
must be taken up as separate units.” 

As supplementary texts the stu- 
dents use the following: “The Con- 
sumer Investigates,” published by 
H. W. Rowe Company; “Consumer 
Education,” Alletyz, Dye and Wil- 


‘helm, University of Nebraska Press; 


“Selling to the Consumer” and 
“Consumer Goods,” by Reich, 
American Book Company, and 


“Business Economic Problems,” 
Shields and Wilson, Southwestern 
Publishing Company. 


Discusses Consumers Union Reports 


One week during the month is 
set aside for reports given by mem- 


bers of the class and the monthly 


findings of Consumers Union Re- 
ports, Consumers Research and Con- 
sumers Union Guide. Class mem- 
bers all receive free each month 
a copy of Consumers Guide, pub- 
lished by the Agricultural Adjust- 
ment Administration. Federal Trade 
Commission citations are watched 
closely, as are all court injunctions 
against manufacturers and adver- 
tisers for alleged fraudulent prac- 
tices. New acts of the Pure Food 
and Drug Administration are 
studied and discussed and students 
frequently address letters to this 
agency expressing their views and 
suggesting possible local violations. 

When planning consideration of 


-}new products, the instructor now 


invites local merchants to express 
their views. Typical of this pro- 
cedure is the local paper recently 
issued to a local paper merchant 
to present his opinion on toilet tis- 
sue and paper towels for household 
use, 

Lectures by manufacturers’ rep- 
resentatives are welcomed and 
while no fee is paid, many organ- 
izations have expressed willingness 
to have a public relations man 
present the story of their products. 

The class also welcomes the 
exhibition of most manufacturers’ 
educational motion pictures. Films 
on subjects as remote as oysters 
and investments have been shown. 
Following such a film on invest- 
ments and a study of insurance 
practices, several students volun- 
tarily brought into class life insur- 
ance policies their parents had pur- 

hased. In the main, these were 
industrial policies and students re- 
eived from the instructor a de- 
tailed analysis of the cost per dollar 

f insurance as compared to straight 


u how labels 

the ;ob on 

heady envelopes 

"6 products 
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life insurance issued by insurance 
companies and savings banks (not 
yet legal in this state). 


NBC Shifts Personnel 


Keith Higgins, formerly station 
relations manager of National 
Broadcasting Company, has been 
appointed director of the Blue net- 
work, a newly created post. A. E. 
Nelson will continue as Blue net- 
work sales manager. William 
Kostka, formerly magazine editor, 
has been named press department 
manager, a position which has been 
vacant for two months. 


Gets Elmo Account 


Elmo Sales Corporation, Phila- 
delphia, maker of cosmetics, has 
appointed Ruthrauff & Ryan to di- 
rect its advertising. 


Princess Pat 


Rejects Agreement 


with Commission 


Chicago, July 6.—Patricia Gor- 
don, president of Princess Pat, Ltd., 
cosmetic manufacturer, announced 
today that she has refused to sign a 
stipulation proffered by the Federal 
Trade Commission. Mrs. Gordon 
said that some of the copy points 
involved are four years old and 
therefore obsolete, while others will 
be automatically ironed out by the 
new labeling requirements. 

Princess Pat formerly labeled one 
of its products as a “skin food,” for 
example. Good Housekeeping Bu- 


reau objected to this appellation and 


“anti-wrinkle” was substituted. Un- 


‘| der the new labeling laws, this, too, 


is unsuitable and some new phrase 
must be coined. The company also 
formerly described one of its prod- 
ucts as “non allergic,” but the prog- 
ress of science demonstrated the in- 
adequacy of the term and Princess 
Pat abandoned it voluntarily, Mrs. 
Gordon said. She characterized the 
skirmish with the FTC as “much 
ado about nothing.” 


Newhall to Talon 


Arthyr B. Newhall has been ap- 
pointed executive vice-president of 
Talon, Inc., Meadville, Pa. He 
formerly held the same _ position 


with B. F. Goodrich Company, 


|Marx Joins Harshe 


Fred L. Marx has joined William 
R. Harshe, Inc., Chicago, public 
relations counsel. He was formerly 
executive secretary of the Chicago 
unit of the National Small Business 
Men’s Association 


Lowander Joins Horton 


Reginald W. Lowander, formerly 
advertising manager of Piel Bros., 
Brooklyn, has been appointed ad- 
vertising manager of Horton Pil- 


sener Brewing Company, New 
York. 
IBM Promotes Cowles 


| F. R. Cowles, formerly assistant 
| sales promotion director of Interna- 
| tional Business Machines Corpora- 


Akron, and will continue on the/| tion, New York, has been promoted 


Goodrich board of directors. 


| to director. 


THE OREGONIAN...THE THREE-MARKET NEWSPAPER! 


Get the \HREE 


ripe, red tomatoes 


ON THE OREGON STEM... 


3 IN Il —that’s the market story in the prosper- 
ous Oregon country. Three divisions of one pro- 


ductive area—and 
job in all. 


The Oregonian does a selling 


Market No. 1 is Portland, with 40% of the total 
retail sales volume and 44% of The Oregonian’s 
circulation. No. 2 is the 40-mile zone, with 23% 
of the total retail sales and 28% of The Oregonian’s 


circulation. No. 3 


is the balance of the market, 


with retail sales of 37% and Oregonian circula- 


tion of 28%. 


Note how one newspaper—The Oregonian— 


parallels its circulation with sales opportunity. 


Note, too, that this 89-year-old newspaper con- 


tinues to show its heels to other publications— 
with the largest daily circulation in the Pacific 


Northwest. 


One big market—one dominant newspaper. Get 
all three ripe, red tomatoes on the Oregon stem. 
Sell the entire Oregon country with The Oregonian. 


News-Telegram . 54,177 


OREGONIAN LEADERSHIP INCREASES! 


Publishers’ statements for.6 months period ending Mar. 31, 
1939, show Portland newspaper circulations as follows: 


DAILY SUNDAY 
The Oregonian . 117,553" The Oregonian . 156,248 
The Journal. . . 100,450 TheJournal. . . 106,463 


The Oregonian leads The Journal by 17,103 daily, 49,785 Sunday 


THE OREGONIAN 


THE GREAT NEWSPAPER OF THE WEST 


PORTLAND. 


PAUL BLOCK AND ASSOCIATES 


National Representatives 


OREGON 


WEW YORK + CHICAGO ~ BOSTON - DETROIT - PHILADELPHIA 
CINCINNATI - SAN FRANCISCO - LOS ANGELES ~ SEATTLE 
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General Motors 
Starts First Big 
Push on Diesels 


(Continued from Page 1) 
that diesel installations have saved 
railroads as much as 75 per cent of 
their fuel costs with the result that 
railroads are now operating 10,000- 
000 miles per year of diesel- 
powered transportation. 

According to the motor com- 
pany’s story, a time lag of 40 years 
has elapsed between the introduc- 
tion of the diesel and its “arrival as 
the nation’s new prime mover.” 
Slowness in developing wider ap- 
plication is attributed by the adver- 
tisement to initial failure to recog- 
nize the diesel as something more 
than an engine designed for spe- 
cialty jobs. Even when G-M saw 
the broader possibilities, the story 
states, five years of research, build- 
ing and tooling were necessary to 
prepare for the marketing job. 

With the ice broken, G-M’s con- 
sumer advertising, which has the 
dual purpose cf being institutional 


A WINDOW” 


With tears in his beady eyes the depart- 
ment-store buyer pleads with his mer- 
chandise manager for window space. 

$$$ “Sure, I gotta have the ad 


“but gimme a window for a tie-in: Tl any 


sell twice as much.” 
$$$ 


tives 


tion, raw materials, advertising 


space, bank service, insurance, 


etce.—the principle is the 


But Point of Sale is the execu- 


tu es desk. 


MANAGEMENT EXECUTIVES | 


— oe 


as well as selling copy, will be con- 
tinued with a basic schedule calling | 
for pages in the Post once a month. 
A strong industrial campaign in 20 
business publications and heavy di- 
rect mail through dealers. will 
round out the program. Arthur 
Kudner, New York, handles the ac- 
count. 


Hurst Writes Book on 
Display Advertising 

“Displaying Merchandise for 
Profit” is the title of a new book 
written by A. E. Hurst, dealing 
with sales ideas in displays, physi- 
cal make-up of displays and their 
part in the retailing program, both 
as concerns the retailer and manu- 
facturer. 

Many photographs of effective 
store and window displays are in- 
cluded in the book, which has been 
published by Prentice-Hall, Inc. 


Meyer Both Expands 


Meyer Both Company, supplier | 
of retail advertising services, has | 
expanded the space occupied by its 
New York office, and now utilizes 
the entire fourth floor at 369 Lex- 
ington avenue. New executive of- 


fices, enlarged art studios, increased | 


production facilities, and several 


machinery, transporta- 


same, 


$$$ Here secretary. telephone 


new departments have been added. 


and buzzer 


86 per cent 


executives at their desks. 


ment-execut 
.” he says, tions with a 


other 


neu Spa per. 


In selling to high execu- 


‘WALL - 
STREET 
JOURNAL 


can be conveniently consulted. | 


$$$ The one merchandising medium, the 


one “window, 


$$$ It gives you, per advertising dollar. 


more reade 


at point of sal 


Nee ——— 


[Ben Bark fesavs 


FRANK COMPARISON COPY IN LIQUOR FIELD 


Macy Technique 
on Price Copy 


Boston, July 6.—Ben Burk, Inc., 
producer of Old Mr. Boston liquors, | 
i] 

\ 


this week used newspaper copy to 
invite the public to compare its 
four-year old bourbon and rye on 
quality and price with four- -year | 
old bonded whiskies. Tested first | 
in Oregon newspapers, the cam-| 
paign was extended this week to} 
Ohio and Maine cities. | 

The copy technique is reminiscent 
of that used on several occasions | 
by R. H. Macy & Co. of New York | 
to advertise the price variation be- 
| tween its own brand and national | 
brands in several types of products. | 

Each Ben Burk advertisement! } 
portrayed twin pictures of bottled|  }} 
whisky, one representing Old Mr. 
Boston, the second, an unnamed 
“other brand.” The caption said, | 
“You be the judge of these two} 


etait gi ivan : 
Es diam... 2 


HERE'S WHAT YOU GET: 


four-year old whiskies,” with copy | De ee Le ee 
| listing checking points for the two ©. Tide whicke’ thine 'Dinell pemcieieieh Gea: eth 
|brands. As in the Macy copy, the | rome. durdy grater and expertly dtetilied by shilled 


vt al leaner ts 


| qualities listed are nearly identical, 
save for the price, which is in favor 
| of Old Mr. Boston. 

Other states will be added to the 
ist for campaign copy shortly, Ben 


%. This & 2 <traigit whiskes, which merase thet ft 
ve all whisker 
0. Tbeke whedelies fe 10) perc —ctronger 
SB. This whiskey preneeeee delicate arema end mel 
iw sme themes evllering pie pleasctet eacamaeaees oof 
sherge or poe eee 

& 


_ oa pap OP". +4 went 


ee ee ee 


es Se 


VOU BE THE SUE «ver tt wish 


- OLD MR.BOSTON 


straight BOURBON Whiskes 


Of These Two 


HERES WHAT YOU GET: 


f. This ehicker is @ pears old, aged in charred 
woken casks, wot betthed am homd 

B. Thie whiskey hae beew produced from swheake 
sane, stardy grate and expertly diesithed bey ohitled 
tet taeme ta 

2. Thier ie o straight whiskey. which moans that # 
be all whriekey 

BO. This whiiekey be) prord —onilter, | 

SB. This whiskey powermes delicate aroma and met 
bee ser untinee. uffering se pheasant menternta ad 
dheope cm peryiment 


you pay onty EO" vere wont 


Tene sue» here a re ee 


Burk officials reported, adding that 
the Oregon test had revealed the 
copy to have convincing sales 
power. 

Uses Color Copy 


In addition to the newspaper 
campaign, Ben Burk is currently 
using color copy in several national 
magazines. This, however, is used 
in promotion of gin as a vital in- 
gredient for cooling summer 
drinks. Pedlar & Ryan, New York, 
is the agency. 


are handy. Here associates 


” is The Wall Street Journal. 


of its circulation is read by 


300 Recalled at Farmall; 
Expect 5,000 by August 
Ist. (Local $6,000,000 
International Harvester 
Expansion Program well 
under way.) 

s 


Work progresses on 
$14,000,000 public proj- 
ects in Rock Island- 
Moline. 


rs who are active manage- 


ives of industrial corpora- 


ssets of over $1,000,000 than 


publication — magazine or 
Arsenal Activity speeds 


under defense program. 


Present Industrial Em- 


$$$ You can step up the ployment of 24.000 great- 


4 est since “Boom” days 
success of your messages of Spring _— 
| 
in other executive pub- | May Car Sales prac- 


tically double over May. 


Worth Looking Into.” 
The Wall Street Journal 


merchandise for you. 


THIRD 
LARGEST 
MARKET 
IN ILLINOIS 
OUTSIDE 


By EVERY TEST 
“MUST’’ Market 


When you find 150,000 people—busy and pros- 
perous—in an unusually active community such as 
the Tri-Cities—you've found a linage target deserv- 
ing of inclusion in your "MUST" list. 


It requires four daily papers to properly cover 
this brightest spot on the Middle-West map—and 
we urge such complete coverage. 


HOWEVER— 


if the budget says 
your message to the most active, most sales-pro- 
ductive, MAJOR part of this market — MOLINE- 
” ROCK ISLAND. 


Only through Dispatch-Argus 
9 out of every 10 homes 
coverage can you completely 
1938, reach Rock 


lications; you can get a Be 
« I AL 
better return on your FOR BETTER UNDERSTANDING nf 
u 
sales dollars—bv letting write TODAY for your copy of ‘The Tri-Cities—A Market LP 


A Member of the Illinois Markets 


Sow Post f re Nadler 


Earl L. Hadley, formerly adver- 
tising manager of the refrigeration 


|division of Philco Radio & Tele- 


vision Corporation, Indianapolis, 
has joined Associated Engineers, 
Fort Wayne, Ind., as_ vice-presi- 


dent, and will act as sales promo- 
tion and advertising counsel. 


KYW Names Thompson 

Griffith B. Thompson has been 
appointed sales manager of KYW, 
Philadelphia. 


"Caution" — direct 


Island - Moline. 


New York 


Nat'l Rep. The nam samy soon Co. 


Chicago Detroit 


‘ 
( 
‘ 
f 


Ke “f ra a - oo * F ne J oe = " niet . Pe a + te.0 ¥s Sa i ae : SEs. - be ny ee , . : : - - : o' he wt % mo . Bee ® oi ‘x 
< a ee Po 
Be mess ns 
: | 
ey, | + 
a | 
es | 1 
Sie i { 
ae H ' 
ll ! 
‘a Zi _ ee 3 ae ie d 
ae) = 4 ba ‘edd ® es = Fs & oe gi ’ ‘ ‘ ee 
- a 46» -_ = i i 
is . = 3% 2 ret 0! be s ss 2 ‘ - 
xs 7 onan " 2 Seecoen ell % i 
oa " . Pera : 4 j Pre = 1 
e:, a ea a‘. ! 
a Pe] . BAAS | : 
ew a ma “x J ge i | 
. is ts P Pe as 1 
, ANY ONE OF me i BOSTOK | | 
\ 5 LEADING BRANDS c ee 
ih OF 4 YEAR OLD | ; Senne | 
‘s BOTTLED IN BOND — 3 | ride. | 
ab WHISKEY g Bee See e | | 
ati: oe nee ae eet © 2 sei 3 
ae “Seg, ee i. “F YEARS ¢ De a | ) 
as: eu - siege sane < 
“ : E a ee ood 
mle es ( 
| PO ll | 
| 
( 
‘ 
| 
' 
| 
t 
. | | 
: | 
anes ; pO ! j 
ae al ; 3 i : vs Wy ree. an re, a, i | | . 
ee. SS ee aE et gl SF 6 iagty oe Seibel 5 phe re 5 PO Se a ‘ 
— ris," S s bake 7 ‘4 sf a ime so € ad Sob tou ~~ op page » 6 Pr | ‘ 
» %, i tee * 2 nar, Ps, i Pt. | 
? : . it ee 
l “ me : : 
} wv ? 58 eS me # es oe st = a f | —————— _ —_—_———__==—= 
wa 9770 Ole 7 a aire gy ote My ie ns 3 Pid 
‘ : A a ‘ Yo ie tA Ren ’ # s ad ay re # 4 eae pe RS * Mae ; | 
- ts + — ne | aap inte SO SS See 
a a 4 Ts bo "Se. A P te JB et dl " a 
Jae ~£ f wu . = ak. te i "ae ete Big. | 
at k, 4%) '¢ e* i a : <” gee 
Fe At Ss Fe A i ? tard te #2 . be, : ” 
a Wags f B he. : mm Fy ” | 
Aes, al A oi? z m 4 r = pas : ia wl 
a tn \ Soar | oo a | 
ae oe 4 RE 6h in, Se e | 
y r A - ; ¢ Pe a an 7 ¥ ies ‘ f : te 4 s . * y 4 
me cae, |. 1 A se wget : 
‘2 “ep } ee , q « ‘ = dg 4 oa , am ' 
=. rad = Vere. . _ F , 1 
ah 4 eZ — _ - i: : 4 ee | 
ae “" J zz a. a i = = - _ 
ae - : METROPOLITAN ows ae << A Foe 
J 2 44 ; CSO “ WW \ L ia : ore 
ret ‘i POPULATION SOG ORS IN PAYROLL 
aS ~~ , : b K STARO 8S! A yee 
- * , . A . 7 
. lmme 154459 ARE inte UNITED STATES 
. Ya | wi 
ee 
/ a a RE 
a ang 
a es ee Noy, 
: : . — | ee 
nn = ee 
_ _——_ 
S 
& 3 ' 
ae s om 
G - _ ei om - 
+ oe ll —— LINE paily * —— us 
— - ities: 3 - 0 
ae Nil 5 rs ee Oe: re Bcricaco | MO == ock ISLAND ABE An 
ae — ar ee 
_ lod = - — 
% — (8. 
y 
ts . 
: oh 


— vf . a 
Pree = : a Pe 


ADVERTISING AGE 


7 


—_— 


Largest Meeting in 
NAB History Sef 
for Atlantic City 


(Continued from Page 1) 
Andrews, U. S. wage and hour ad- 
ministrator; Orrin E. Dunlap, Jr., 
radio editor of The New York 
Times; and Dr. John W. Stude- 
baker, U. S. commissioner of edu- 
cation. 


Weigh Bureau Expansion 


The convention will get under 
way Monday morning with sep- 
arate meetings of the clear chan- 
nel and local channel groups. At 
juncheon the NAB Bureau of Radio 
Advertising will meet with the 
sales managers’ committee to dis- 
cuss “establishment of a new and 
productive service” for NAB mem- 
ber stations. Group meetings will 
continue Monday afternoon for the 
National Committee of Independent 
Broadcasters and Independent 
Radio Network affiliates. 

A demonstration of television by 
RCA and a discussion of radio en- 
gineering problems under the au- 
spices of the NAB Engineering 
Committee, will wind up the after- 
noon’s activities. 
will be a supper meeting of the 
association’s copyright committee. 

Tuesday morning President Ne- 
ville Miller will preside at a gen- 
eral session for submission of an- 
nual reports and election of six 
directors at large. 
secretary to President Roosevelt, 
will discuss the relationship be- 
tween radio and government. At 
luncheon Mr. Milliken will speak 
on “Industrial Self Regulation in 
America.” The afternoon will be 
taken up with a presentation of 
the proposed program code. The 
meeting will be open to NAB mem- 
bers only. 

Wednesday morning Paul Peter 
will present the report of the NAB 
Bureau of Radio Advertising, which 
will be followed by an address on 


At night there | 


Stephen Early, | 


wage and hour regulations affect- | 


ing broadcasting by Mr. Andrews. 
The other featured speakers, Mr. 
Dunlap and Dr. Studebaker, will 
also appear at this session. 


In the | 


afternoon Mr. Miller will present | 


the report of the NAB copyright 
committee for discussion. The an- 
nual banquet will take place Wed- 
nesday night. 

Three phases of 


the current 


broadcast over a national network. 

The convention will come to an 
end Thursday morning with dis- 
cussion of the radio industry pro- 
motion campaign and a report by 
the resolutions committee. 

The Sales Managers’ Committee 
will also conduct a special program 
of its own Monday afternoon which 
will include one outside speaker, 
Dr. Herman Hettinger of the Whar- 
ton School of Finance, University 
of Pennsylvania, who will present 
a summary of the recent survey he 
supervised on the selling policies of 
radio stations. Several panel dis- 
cussions will follow, on such topics 
as audience measurement, selling to 
local advertisers, and encouraging 
manufacturers to indulge in co- 
operative radio advertising. 


@ Omar salesmen contact an 
accurate cross-section of the populat 


Omaha-Council Bluffs and Lincoln markets. 


unusually 


Network Billings 
for June 17% 
Ahead of Last Year 


New York, July 5.—Further evi- 
dence of an unusually active sum- 


here today when it was revealed 
that June billings of the three na- 
tional networks were 17.1 per cent 


last year. For the first six months 
of 1939, total billings were 8.4 per 
cent higher than in the same 1938 
period. 

Total volume reported for June 
by the three networks was $6,470,- 
| 770, compared with $5,524,476 in 


|; mer in network radio was supplied | 


ahead of the corresponding month | 


year reached $41,141,990, compared | 598,937 for a 7.5 per cent increase 
|with last year’s figure of $37,948,- | over the $21,023,674 figure for the 


| 408. 


| Columbia Broadcasting System | 


registered its greatest monthly gain 
since August, 1937, with billings of 
| $2,860,180 last month. This repre- 
| sented a 34.8 per cent increase over 
the June, 1938, total of $2,121,495. 
|For the first six months, CBS bill- 
ings were $16,918,818, a gain of 8.6 
per cent over the 1938 total of 
$15,582,555. 


Records 19th Consecutive Gain 


National Broadcasting Company 
recorded its 19th consecutive gain, 
with June billings totaling $3,382,- 
404. This represented an upturn of 
5.7 per cent over the same 1938 
|month. NBC billings for the first 


_June, 1938. Billings to date this | half of this year amounted to $22,- 


ion of 


@ On five average week-days in May they 


surveyed the radio listening habits of their 


customers—house-to-house interviews. 


same period in 1938. 

Mutual Broadcasting System en- 
joyed its biggest June in history 
and registered its 14th consecutive 
monthly increase. June billings to- 
taled $228,186, a gain of 12.7 per 
cent over the figure for the same 
1938 month of $202,412. The Mu- 
tual total for the first half was 
$1,624,235, an increase of 21 per 
cent over the first six months of 
1938 when volume reached $1,342,- 
179. 


To “Herald-Leader” 


Eldon Everett, formerly national 
advertising manager of the News- 
Gazette, Champaign, IIl., has been 
named to the same post with the 
Herald-Leader, Lexington, Ky. 


Independent Survey by 
OMAR ... reveals 


wow 


delivers greatest daytime audience 


in OMAHA — COUNCIL BLUFFS 


and LINCOLN! * 


THE QUESTION: The bakery division of Omar Incorporated 


wanted to know how many radios were turned on and the size 


of the audience tuned to each station by hours, from 7 A. M. to 


American scene will bask in the P —_— 
spotlight Wednesday night. The 6 P.M. They sought the answer in order to purchase radio time 
program, under the title, “The 


Three Mirrors of America,” will in- 
clude talks by Will Hays, presi- 
dent, Motion Picture Producers and 
Distributors of America, speaking 
from Hollywood; James G. Stahl- 
man, former president, American 
Newspaper Publishers Association, 
speaking from Paris; and Neville 
Miller, NAB president, from At- 


lantic City. The program will be 


@ Omar Incorporated got the FACTS be- 


fore buying radio time, learned that 


had tremendous dominance in the market 


they serve. 


wow 


in this area. 


for 52 weeks. 


THE METHOD: A personal coincidental survey method was 
used, and 16,623 housewives were asked "Is your radio turned 


on?" "If so, to what station are you listening?" 


THE RESULT: WOW led all other stations at all hours 7 A.M. 
to 6 P. M. in the area (Omaha-Council Bluffs and Lincoln). Omar 
Incorporated bought 7 to 7:15 A. M. on WOW six days a week 


* THIS SURVEY IS IMPORTANT TO YOU 


Look for it in your own file on radio stations. If it is not there, 
drop us a card or wire, and we will send it to you. In complete 
form it gives hour-by-hour ratings for the three leading stations in 


the Omaha-Council Bluffs and Lincoln trading areas. 


ao 


590 KC @ On the NBC Red Network @ 
John Gillin, Jr. Mgr. @ John Blair Co. 
Representatives © Owned and Operated by 
the Woodmen of the World Life Insurance 


KAUFMANN & FABRY CO @ Given these facts, Omar bought WOW— 


Society. 
| began on July 2nd a 15-minute program at 


| 7 A. M.—to run six days a week for 52 OMAHA, NEBRASKA we sy 


¢ 
“ eeks. 
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AN EDITORIAL, REPRINTED FROM THE JUNE ISSUE OF PRACTICAL BUILDER 


Good Housing 
Still Costs Good Money 


As long as talk in the industry about 
‘‘low cost’ housing means adequate and economic housing, I 
am for it. But thinking about low cost housing has now gone 
to ridiculous lengths. Some one must speak up in the name of 
common sense. 


The Fort Wayne housing program has had widespread 
publicity. These houses solve no problem except one of 
charity. To think otherwise is simply blinding oneself to the 
fact that this is subsidized housing. It is not a building venture 
on which to base hopes of future prosperity either for the 
building industry, the country, or the people who are to live 
in them. 


The building industry cannot consider as desirable 
homes stripped to primitive essentials, poorly built, with 
everything left out that represents more than the absolute 
minimum in shelter. In the first place, to build such homes 
now is to create a new kind of slum in a decade or two. In the 
second place, if we were to build a million cheap homes that 
could be rented for $3.00 per room per month, or sold at a 
comparable price, existing homes would shed value over 
night. It must be remembered that a continued and growing 
program of sound new home building rests on the mainte- 
nance of value in existing homes. It is axiomatic that new 
building leaps upward only when the pressure of demand on 
existing houses and apartments makes it cheaper to build than 
to rent. 


Of what value is it to supply, at public expense, an inade- 
quate, temporary solution to a permanent problem? Would 
it not be much more practical to think of rehabilitating 
properties which are not yet classed as slums, but will certainly 
deteriorate to that level in the face of a huge program of new, 
cheaply built, rapidly deteriorating, “‘low cost” housing. 


This could be done more economically and would strike 
at the root of the slum problem by preventing the occurrence 
of slums. 


In the orderly processes of home owning, which sufficed 
for the great growth of America in the past, there was a used 
home market. Those families which, though still in the lower 
income bracket, desired to own homes, absorbed the used 
homes as their owners in turn moved to something newer. 
Thus the actual and gradual depreciation of property was 
recognized, and each successive owner had reasonable value 
out of his progressively lower investment in it. 

I think it’s time to stop paying lip service to low cost 
housing programs in which no reasonable person believes. 
By all means let’s strive for adequate housing, economical 
housing, and for lower costs. But we must stop talking of 
“low cost” housing in such vague terms as to make people 
believe that the solution to the production of good homes at 
some fantastically low price is just around the corner. 


Editor-Publisher 


PRACTICAL BUILDER 


CHICAGO 
PUBLISHER ALSO OF BUILDING SUPPLY NEWS 


59 E. VAN BUREN ST. 
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Repercussions 
Follow ‘Bargain’ 
Tire Advertising 


(Continued from Page 1) 


has already agreed to amend its 
copy to meet some of the objections 
pointed out by the Bureau. The 
National Association of Independ- 
ent Tire Dealers believes, however, 


pany to make a winning fight and 
that what is needed is an industry 
conference under auspices of the 
Federal Trade Commission. The 
association charges that many of 
the lines described in recent cut 
price tire advertising were given 
fictitious list prices in order to 
make the sales tags appear attrac- 
tive. 

In Long Beach, Cal., an action 
brought by the local Better Busi- 
ness Bureau resulted in the Good- 
year and Goodrich dealers chang- 
ing the “original price’ figures in 
their advertisements to the list 
prices which the plaintiff claimed 
were correcf. Firestone, however, 
continued to contest the action. In 
Utah, similar restraining action was 
taken by the Utah Trade Commis- 
sion and in New York City the 
Better Business Bureau is studying 
the situation. 

Placed by Retailer 

The tire advertisements appeared 
in some cities over the signature of 
the manufacturer, with dealers’ 
names listed below. Other copy 
under fire was placed by the re- 
tailer. Some tire men stated that 


were charged with fixing their own 
|lists but failing to sell in accord- 
| ance with these quotations. 

| 
vertising,”’ dealers cited the instance 
of Firestone’s Standard tire, which 
in the 6.00-16 size was quoted as 
having an “original price” of $14.35 
and sold during the sale for $7.98. 
Tire dealers asserted that Fire- 
stone’s $14.35 tire was discontinued 
Oct. 31, 1938, and replaced by a 
model listing for $10.35, which in 
|turn was replaced with the Stand- 


Similar situations were cited in 
connection with tires of the other 
two companies. 

Discussing this chaotic price sit- 


“Goodrich never has nor does it 
now approve of tire advertising 


few months and particularly the 
last few weeks. We refused to meet 


that it is impossible for one com- | 


the “sale’’ was prompted by alleged | 
indiscriminate quoting of list prices 
by mail order sellers of tires, who | 


As typical of the “misleading ad- | 


|ard brand, also listing for $10.35. | 


uation, Mr. Handerson commented: | 
such as has appeared in the last | 


such advertising until major com- 


coPY WHICH DREW CRITICISM 


WITH 
VALUE SENSATION OF 1939! BAA /| 
his a ehile GUARANTEE 


Goodrj 


s » 
ilverio 


| petitors deluged the country with 
| it. Then, to keep our dealers from 
| being put out of business in two of 
| the best selling weeks of the tire 
|year, we decided to fight fire with 
fire. We also hoped that our meet- 
ing of this challenge would be help- 
ful in cleaning up an intolerable 
situation.” 

Executives of the Goodyear and 
Firestone companies offered no 
comment on the situation. 


New Depilatory 
Employs Nude as 
Summer Attraction 


(Continued from Page 1) 


spatula. “There’s not a trace of 
disagreeable chemical odor,” says 
the copy, “no suspicion of heavy 
perfume acting as ‘camouflage’ for 
an objectionable smell! The only 
fragrance is the lovely scent of 
Chevalier Garde Perfume used for 
purposes of ‘exquisitry’ alone.’ The 
product is distributed nationally 
through department stores and sells 
at 65 cents and $1. 

The air-conditioned Imra lady 
will be featured regularly in large 
space in Harper’s Bazaar, Made- 
moiselle, Promenade, Script, Vogue 
}and You until November. Abbott 
| Kimball Company handles the ac- 
| count. 


Kaufherr with Vladimir 


Daniel C. Kaufherr, formerly ac- 
count executive with Foreign Ad- 
vertising & Service Bureau, New 
York, has been appointed vice- 
president of Irwin Vladimir & Co., 
New York. 
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Alka Seltzer 
\ Fe Sime Stormin be 


WEtten 


Alka-Seltzer 
& 3 | | her bas in Stomach 
a wee ae ae | i j : eae 
Dad Alia Se Itzer 


COLOS WEABACHES 
(GAS IN STOMACH 
MUSCULAR ACHES AND PAINS 
700 H_ FOOD OR nee 


yick omens DISTRESS OF COLDS 
COMMON ACHES AND PAINS 

ai MUSCULAR FATIGUE 

100 MUCH FOOD » 7 
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Apple Blossom (Spring Girl) Display 
om 
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ALKA-SELTZ ER | ay 


BUY-WORD 


StopPinc shopping 
eyes, with timely and seasonal display material, 
persistently, consistently and insistently . . . in 
store windows ... on store counters ... on 
store walls .. . and out on the dealer's floor. 


, a Presenting A.xa-Se.tzer... repeating A.xa-Se.tzer 
ss ... reiterating, shouting, drumming, hammering 
2 s home the story of A.ka-Seitzer... forever KEEerinG 
Pees that familiar trade name Famitiar, by intelligently 
an maintaining point-of-sale contact between shoppers 


and A.xa-Secrzer. 


Shrewd, keen merchandising, that. . . and it's 
made A.ka-Se.tzer an everyday buy-word. 


To increase sales, cultivate shop- 

hy MORAL; (Pers who are in a buying mood, 

{vt point-of-sale material created 
and produced by FORBES. 
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Sunkist ‘Expands — 
Promotion to Move 
Small Size Oranges: 


Newspapers Added to 
Summer Magazine and 


Outdoor Schedule | 


Los Angeles, July 6.—With the) 
small size of the fruit presenting a 
new marketing problem, the Cali- | 
fornia Fruit Growers’ Exchange | 
will add newspapers to its usual | 
summer schedule of magazines and | 


yutdoor to hammer home the econ- | 3 


omy story to supplement the oft | 


told health tale. Seventy-six mar-| 


kets will be covered via news- | ' 


papers, 280-line insertions being 
used twice weekly for eight weeks | 
where one daily is used, and this| 
linage being divided where two are | 
scheduled. 

About $500,000 will be spent to 
move the Valencia crop, made up| 
of such small oranges that ship-| 
ments will aggregate only 22,000) 
cars, compared with 27,654 a year 
ago. This condition will be hailed 
as a virtue by Sunkist advertising, 
which will urge “No need to skimp! 
The small ‘juice sizes’ are abundant 
and dealers give extra savings on 
quantity purchases.” Such head- 
lines as “Health begins at break- 
fast,” and “A big help to, health” 
are designed to expand the already 
huge army of orange juice lovers. 
The second slogan will also be em- 
blazoned on a 3l-inch dealer dis- 
play. 


Education for Dealers 


The Exchange has staged a busy 
backstage campaign among dealers 
to teach them how to solve the 
question of size by pricing the fruit 
in multiple units. A Sunkist orange 
sale in the Kroger Detroit stores 
was held up as an object lesson. 
Kroger sold lots of 42 oranges for 
50 cents and moved 5,390 boxes in 
two weeks. The Exchange mission- 
aries have likewise contended that 
yrange sales also exercise a definite 
influence on the volume of produce 
sold. 


Big Outdoor Campaign 


The American Weekly, The Sat- 
urday Evening Post and This Week 
will also get Sunkist copy in color. 
Street car cards and several forms 
of outdoor advertising will com- 
plete the media. Forty-five Sunkist 
spectacular bulletins will be used in 
19 markets, while 20 wall bulletins 
in New York are designed both to 
ippeal to visitors to the fair and 
to the special characteristics of the 
neighborhoods. Each has been lo- 
calized. Two-sheet posters are also 
being used in New York, supple- 
menting an extensive spring cam- 
paign involving two and four-sheet 
osters on 5,000 express trucks in 
1.200 markets. 
The storied rivalry between Los 
zeles and San Francisco has not 

ented the Exchange from mak- 
ng a special appeal to visitors to the 
G It has an 


‘ 
Ly 


roiden.Gate Exposition. 
ibit and six citrus juice stands 
the grounds of the exposition 
ind is using six bulletins, four neon 
gnted, in San Francisco, to fea- 
ure these special attractions at the 
ta 
e Sunkist account 
oy Lord & Thomas. 


CBS Shifts Cashman 


Edmund Cashman, formerly en- 
Sage in production work with 
mt lumbia Artists, Inc., New York, 
talent division of the Columbia 
Bro; adeasting System, has joined 
the network’s program department 
— ‘ director. Peter Theurer, for- 
"tly of William Esty & Co., New 
succeeds him at Columbia 


Ss 


is handled 


Arti of 


Browne Promotes Eric 


— “ward Eric, who recently joined 
wne 


You Vintners Company, New 

mance as Eastern regional sales 
ana ‘ger, has been appointed na- 
Nal sales manager. 


SMALLNESS A VIRTUE | 


SMALL ORANGES NOW 
BEST BUY FOR JUICE! 


Enjoy © Big Gloss 
ot Breakfast for 


Le ents begin t bowel 
tas coment yw dete 
ee =. sre 
nade 


SUNKIST 


In marketing the new Valencia crop, 
California Fruit Growers’ Exchange 
stresses the economy of small oranges. 


fe ene 
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Louielator ‘ew 
High ‘Costs’ on 
State Advertising 


Madison, Wis., July 5. — Too 
much of Wisconsin's tourist adver- 
tising budget is spent on “costs” 
and not enough on actual advertis- 
ing, Assemblyman Henry J. Ber- 
quist, of Rhinelander, charged this 
week. Mr. Berquist presented his 
criticism to the assembly committee 
investigating the conservation de- 
partment which has charge of the 
Wisconsin campaign. 

He said that of $50,000 appropri- 
ated for recreational advertising in 
1936, only $25,000 was spent in di- 
rect advertising. In 1937, he added, 
only $45,000 of a $70,000 budget 
was spent on actual promotion, and 
in 1938, only $51,000 of a $78,000 
budget. 

The cost charges complained of 
by Mr. Berquist included expenses 
for salaries, travel, postage, print- 
ing and sundry articles ranging 
from an alarm clock to a floor 
scraper. He also criticised the con- 
servation department for handling 
publicity through an agency instead 
of directly. Costs for this purpose, 
he said, were $2,470 in 1936, $6,919 
in 1937 and $9,733 in 1938. 


Advertisers Bureau 
Expands Facilities 


Advertisers Audit Bureau, Den- 
ver, founded a year ago by W. Mac- 
Gruder, head of MacGruder & Co., 
has expanded its facilities to serve 
advertising agencies through the 
country and in Canada. First Ad- 
vertising Agency Group members 
will get first opportunity for mem- 
bership in the Bureau, with mem- 
bership available to agencies only. 

The bureau will analyze and 
evaluate copy, provide legal coun- 
sel, weigh comparative and relative 
value of various advertising media 
and will audit and analyze the mer- 
chandising structure of any busi- 
ness to find the basic facts on which 
to establish an advertising appro- 


($20,000 tor Film 
Stressing Profits 


priation. 


Linder Appoints Krivit 

Linder Brothers, Inc., New York, | 
has appointed Samuel G. Krivit | 
Company, New York, to handle pro- | 
motion of Shagmoor coats. News- 
papers, magazines and direct aaa 


are being used. 


Hall Named 


Norman S. Hall has been named 
sales manager of Sunset Press, San 
Francisco printer. Hinman Holden | | 
Clark has been appointed ee 
manager. 


Tea Bureau Spends 


New York, July 5.—Supplement- 
ing its magazine, newspaper and/| 
outdoor campaign this summer, the 
Tea Bureau has produced a sound 
film called “Everybody’s Business” 
which is being shown to grocers all 
over the country to acquaint onl 
with new methods of increasing tea 
sales. 

The picture, which represents an | 
investment of about $20,000, relates 
the story of a struggling young 
grocer who is hard put to make his 
business pay. His father, also a 
grocer, tells him that “there’s noth- 
ing wrong with the grocery busi- 
ness that the grocer can’t correct 
himself.” 

The father emphasizes the im- 
portance of learning what products 
bring best profits to the grocer, 
using tea as an example since net 
profit on one-half pound of tea 
equals that of 18 average items. He 
then demonstrated to his son the 
practical factors involved in selling 
tea. 

The film pictures researchers of 
Elmo Roper’s organization inter- 
viewing housewives to learn buying 


Fe. 


| by 


habits, merchandising methods 
which have helped other grocers 
sell more tea, and a dramatization 
of the $1,000,000-a-year national 
campaign which is helping grocers 
to sell tea. 

William Esty & Co. 
Bureau agency. 


is the Tea 
The film was made 
Wilding Picture Productions, 
Inc.. and is being shown to groups 
both by the bureau and cooperat- 
ing companies. 


‘Launches Drive for 


+C-Air Equipment 


Air Conditioning Company, Los 
Angeles, has started promotion of 
its C-Air cooling equipment de- 
signed for home use. Newspapers 
in eight Western states are being 
used. . 

Morgan & Davis, Los Angeles, is 
the agency. 


G-E Names Two 


The radio program of General 
Electric Company’s incandescent 
lamp department will be handled 
jointly by Batten, Barton, Durstine 
& Osborn and Foster & Davies. 


Hotel Names Green 


The Belleview Biltmore Hotel, 
Belleair, Fla., has appointed Marvin 
Green, Inc., Chicago, to handle its 
advertising. 


‘Ralph Cordiner 


Named President 
of Schick Razor 


Stamford, Conn., July 5.—Ralph 
J. Cordiner, manager of the appli- 
ance and merchandise department 
of General Electric Company, has 
resigned to become president of 
Schick Dry Shaver, Inc. He will 
assume his new duties here Aug. 1. 

Mr. Cordiner has been in the ap- 
pliance field for 17 years. He joined 
General Electric in 1923, and has 
held a variety of executive posts at 
Bridgeport since 1932. 

As head of Schick he will succeed 
Harry Varley, who resigned as 
president of the razor company last 
February. The position has been 
vacant since then. Mr. Varley 
headed the Briggs & Varley adver- 
tising agency in New York before 
joining Schick. 


Sack Leaves Schenley 


Leo R. Sack has resigned as pub- 
lic relations director of Schenley 
Distillers Corporation, New York, 
and will return to Washington, D. 
C., to establish an office as a public 
relations consultant. He has been 
with Schenley for two and one- 
half years. 


FULLER & SMITH & 


indeed in our 


to The 
Crowell-Collier Publishing 


WE'RE happy 
appointment assist 
Company to dramatize the serv- 
ices of advertising to the pub- 
lie. 


in 


The series now 
The 


Collier’s, 


appearing 
American 
The 


Magazine and Woman’s Home 


Magazine, 
Country Home 
Companion, is the sincere col- 


laboration of two institutions 


which have, 
field, 
the integrity and increase the 


of 


each in its own 


endeavored to protect 


effectiveness advertising. 
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NEW YORK 
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CLIENTS 


Aluminum Company 
of America 


The Aluminum Cooking 
Utensil Co. 


Aluminum Ore Company 
Aluminum Seal Co. 
American Can Company 
American Lumber 

& Treating Co. 
The Austin Company 
The Bassick Company 
The Bryant Electric Co. 
The Bryant Heater Co. 


Central National Bank 
of Cleveland 


Chase Brass & Copper Co. 
Cleveland Fruit Juice Co. 


The Cleveland Railway 
Company 


The Climalene Company 
Cemmonwealth Shoe 

& Leather Company 
P. & F. Corbin 
Mark Cross Company 


The Crowell-Collier 
Publishing Company 


Detroit Steel Products Co. 
B. F. Drakenfeld & Co., Inc. 
Emery Industries, Inc. 
Firth Carpet Company 


The Standard Register Co. 
Steel Founders’ Society 
of America 


The Strong, Carlisle & 
H dC 


Fostoria Glass Company — 
General Stokers, Inc. 
The B. F. Goodrich Co. 
—Brunswick, Diamond, 
Hood and Miller Tires 


—Goodrich and Miller 
Drug Sundries 


Hotels Statler Co., Inc. 


Kensington Incorporated 
of New Kensington 


The Leisy Brewing Co. 
Lewis & Conger 

Lincoln Bag Company 
Alice Marks, Inc. 
Mutschler Brothers Co. 


National Machine Tool 
Builders’ Association 


The National Screw & 
Mig. Company 

New York University 

Olney & Carpenter, Inc. 

The Pennzoil Company 

Presto Recording Corp. 


The Trundle Engineering Co. 
University School 
Vapoo Products Co., Inc. 
Virginia Hot Springs Co. 
—The Homestead Hotel 
The Ward Products Corp. 
Westinghouse Electric 
& Manufacturing Co. 
Westinghouse Electric 
Elevator Company 
Westinghouse Electric 
International Company 


Westinghouse Electric 
Supply Company 


Westinghouse Lamp Div. 

Westinghouse X-Ray Co. 

West Penn Power Co. 

The WGAR Broadcasting 
Company 

WJIR The Goodwill Statioa 

The Wooster Brush Co. 

The Wooster Rubber Co. 
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CLEVELAND 


1501 Euclid Avenue 
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Continuity Vital 
Factor in Copy 
Readership Tests 


Size and Frequency of 
Campbell Soup Copy 
Cited as Example | 


By C. E. HOOPER 


New York, July 5.—During the 
Roosevelt-Landon campaign of 1936, 
Vice-President Garner made his 
oft-quoted remark, “You can’t beat 
five billion dollars.” 

The effect of size of appropria- 
tion, frequency of insertion, con- 
tinuity of schedule and bigness of 
space had been known by the ad- 
vertising fraternity to be a potent 
factor in advertising success with 
the public long before reader in- 
terest studies had been made. Since 
reader interest reports became 
standard equipment in many ad- 
vertising offices, users of these re- | 
ports have felt that they had fac- 
tual evidence which reflected this | 


ee Oe ae ee 
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ADVERTISING AGE 


force at work. They did not know,| Campbell soup advertisement illus- | 


however, what proportion of this 
“rating” to attribute to it. 


In discussions of this element, the | 


case of Campbell 
has most often been used as an ex- 
ample. Reader interest reports on 
most Campbell soup advertisements 
looked almost like literal applica- 


tion of the Garner comment for 
Campbell produced “winners” al- 
most regardless of character of 


space treatment. 
Objective of Analysis 
During the course of the recently 
completed analysis of these field 
results, which were reported in de- 
tail in the June 19 issue of ADVER- 


Soup Company | 


TISING AGE, it was necessary to ap- | 
praise the effect of appropriation, | 


reference to 
ad- 


frequency, etc., with 
the field results on individual 
vertisements. 
cause it was the objective of the 


worth” of individual advertisements 
regardless of the amount of money 
to be expended on their publication. 

It will be revealing, therefore, to 
advertising men who have been 
students of reader interest reports 
to observe the difference between 
a field report and a “qualitative 
analysis of inherent worth” with 
reference to the 


4 


This was true be-| 


trated herewith. 


READER INTEREST REPORT 
(Women interviews only.) 
Per cent of women readers 
which “observed” 
Per cent of observers which 
“read headline” 
Per cent of observers which 


.. ferret rr 11 
Per cent of observers which 
< ). geeee 71 


QUALITATIVE ANALYSIS 
Visibility “rating” 
Headline reader interest... .38 
Copy effectiveness “rating’’.28 
Identification “rating” 
Complete advertisement “rat- 

eevee eR Leek aa 47.6 


Reports Are Compared 


The 21 per cent point differen- 
tial between the reader interest as 


/compared with the qualitative an- 
analysis to determine the “inherent | 


representative | 


a Ns | As wgee: I ee - } eed 


alysis is in this instance the ap- 
proximate “credit’’ which should 
go to the size of the Campbell 
soup campaign in terms of its ef- 
fect on the field report on this ad- 
vertisement. In short, approxi- 
mately one-third more visibility is 
accredited to this advertisement in 
the field report than would be so 
credited if Campbell soup were an 
advertiser of average age, appro- 


| 


How the 82 I&I Markets 
Help National Advertisers 


*Save Money With Frequency Discounts 
*Increase Sales and Profits 


to alert advertisers and agency 


tisers wanted results plus economy. 


trial sections, give you the soiution 


you get results plus economy. 


Today, 82 leading Illinois and Lowa dailies. strategically 
two of America’s most prosperous and progressive agricultural and indus- 
... Frequency Discounts. 
your 13. 26 or 52 week schedules in as many L&I dailies as you please and 


. 


ECAUSE of the famous [&l Group Plan, national advertisers can now 

advertise with sales-stimulating consistency 
comparable to local advertising set ups. 
to 10% on the gross billing from each 1&1 daily used pay you an extra 
dividend while your consistent advertising is pulling increased sales. 


on a money-saving basis 
Frequency Discounts ranging up 


The profit-producing power of consistent advertising needs no proving 
men. 
simple, easy4to-use Frequency Discount Schedule was announced, applying 
this time-tested principle to national advertising was a real headache. Adver- 


Until the I&l Group Plan with a 


located in 


Simply place 


More than 50 prominent national advertisers are now cashing-in on 1&l 


Frequency Discounts. Get into the rich Ulinois and lowa market this 
thrifty easy way. 

Write today for full details on the IAI Group Pla vet your money 

saving schedules to work right away fine letter to either state association 


brings ve 


1 complete information or 


all 82 TAI markets 


Illinois Daily Newspaper Markets 


401-02-03 Leland Bldg. 


Ilinois 


Springfield 


lowa Daily Press Association 


405 Shops Bidg. 


Des Moines, lowe 


'] 
| 


| the same basic theme apparently 


COPY DREW HIGH 


Please 
compare. 


tose 1ouf 


with your own 


Dear lady — ot you belong to the fast dum ehing 
list of women who go w all the trouble of oaking 
thet own soup, we extend co you this trendy chal 
lenge —pleaw company Comphell’s Semin with your ou 

In the quiet of your kitchen, « ic yours and 
Campbell ». ade by wde Compare the taste, the ame 
the labor, the cost. Lestu for yourselt that Campbell's 
not only reheve you of all the bother of making soup 
at home, but thar they ace hy fnat soups you coe bay, 
weparelen of pres 

You can be assured cher every ingrediem used 
10 Campbetl's Soups is the best char the markers of 
the world have wo offer, Every Campbel)'s Soup 
tullows a own dehmte. tened reupe 8 show! 
summered and brought t perfemon on small gleam 
ing nickel kemles by couks whose One specisity « 
wap. Aad each shounds @ the crue home tune 

Tomornow, as # worthy example, serve ( ampbeil's 
Vegetable, or Vegetable Beet, or Chicken, ar Noodle 
with crocken —tows superb substantial soups eich an 
uarstakabie home-made quality the: endean then 

~ metecdly co eager apportion The entire (weory-one 
Campbdeil’s Soups ase so tempering and sn mgorating 
and offer you so many different chowes, chat atect 
serving any one of them you will wth @ tearm 
the goodness of chem ail 

Comdeased to gree extra caine! When you buy + con 
of Campbell's Soup. you are teslly geemag tee cans 
of soup for your wble. For, by sdding the warer 
yourself, you obsain double the quamvety of full 
flavored soup of just the rigint strength and Comsastency 


Although this Campbell Soup Company 
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READER INTEREST 


2) binds to chouse from Aspares)s Beas Beet, Bowston Catery 
G ~ 


Cree Covwnles, Commons Nebwewie Mock Teele, Bsttixenswm 7 Muwshcome (Cree of 


Memon Nondie wth Pecne On Te Pes Pepper Poa Pringane Tomato Veperhte, Vugetabie Beet 


Loom cos re Ren-anp-Weerre Lanes 


advertisement was observed by 80 per 


cent of women readers and identified by 7! per cent, qualitative analysis and 
the introduction of other factors, as told in the adjoining columns, gave it a 


final rating of 47.6 per cent. 


priation, frequency, etc. 

The analysis of field reports also 
concluded that the big advertiser 
who received a credit in visibility 
of his advertisements suffered a 
“debit” with reference to the be- 
havior of observers toward copy 
elements. Repeated advertising of 


causes readers to conclude that they 
know the copy story contained in 
the advertisement, and for this rea- 
son read less headline and copy 
material in the big advertiser’s ad- 


vertisement than they would if 
this element of well knownness 
were not present. The effect of 


this behavior is seen above in a 
comparison of the headline and 
copy ratings arrived at by qualita- 
tive analysis compared with the 
field report of reader behavior. In 


individual advertisements, of which 
that illustrated here is not an ex- 
ample, Campbell Soup Company | 
has used less orthodox methods of 
layout and presentation which defi- | 
nitely indicate in the field results | 
a way to overcome what might be | 
considered in the current case a 
reader interest handicap. 


Discusses Identification Rating 


Although the identification rating 
arrived at in qualitative analysis is 
based on the presence or absence in 
the advertisement of factors aimed 
to create a “mental sale,” whereas 
the field report is the computation 
of the okserver’s literal response to 
a question, “What did you see ad- 
vertised there?” For the purpose 
of this discussion, the first may be 
called cause and the second effect. 


Credited to “Size Factor” 


With this differential in mind, a 
comparison of the field identifica- 
tion with the “identification rating” 
secured by qualitative analysis in- 
dicates the degree to which repeti- 
tion, size, frequency, etc., is at work 
on the above advertisement 
reference to this element. 
a 21 per cent point differential is 
observed, and as in the case of ob- 
servation (discussed above) this 
differential can be credited not to 
the adherent forcefulness of this 
advertisement, but rather to the 
“size factor.” 

No comparison of the advertise- 
ment rating factor to the field 
sults is possible in this discussion 
because an over-all rating is not 


re- 


SO SNARES SN RE NE A ET 


with | 
Again | 


33.4% Increase 


Lifts Sears Sales 
to New Peak 


Chicago, July 5.—Sears, Roebuck 
& Co. helped brighten the busi- 
ness horizon last week in reporting 
total sales for its fifth period (May 
22-June 18) of $53,107,759, an in- 
crease of 33.4 per cent over the 
1938 total of $39,809,726. 

The total set three new records. 
It is the largest fifth period and the 
greatest percentage increase for that 
period in the company’s history. 

It brought the cumulative total 
(Jan. 30-June 18) to $232,914,875 
which is the largest first five periods 
total ever reported by the company, 
and 23.2 per cent higher than the 
$189,084,.824 reported at this point 
last year. 


Becomes Bi-Weekly 


Pacific Rural Press, San Fran- 
cisco, formerly a weekly, is now 
being published bi-weekly. 


KTSA Names Matthews 


Ted Matthews has been named 
national sales manager of KTSA, 
San Antonio, Tex. 


| 
\| 


WFBR’S NEW HOME 


“R A D j 0 
CENTRE 


NATIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 
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FOR EXAMPLE: 
News Goior Printing 


_ I ETHODS and. MA 

@When developments in Koda- 
chrome photography made pos- 
IN: ‘SEARCH OF. A =. sible realistic color reproduc- 
tion, the inherent pioneering 
spirit of the Oklahoman and 
‘Times accepied the challenge. 
_ Experimentation to adapt this 
advanced: photographic process 
to newspapers has continued 
for several years, and the Okla- 
homan and Times are the only 
newspapers im. the Southwest 
equipped to give readers this 
modern color reproduction. 


DEEP geomet re ee Csneecessity 
by Electricity aa * 3 


f _ of Invention 
q ia — WA latest type Robertson cam- . 
4  @A rarity in the ‘ ‘ ay era, added to an elready com ef on * . Oiaidlines end 
biggest of mew cy , plete engraving department in - . ee | 
a i ; oe? wae ‘ the Ckishoman and Times eae j oy ty mA installed by the 
paper plants; an /~. e. a oo. i “ae a 
q “Leet etcher : echanical plant, enables the = ey ey a _§ - ote 
hed heels Sa: opera’ = ) oa high standards set in color work Hy - ray (fae -=. _ - > ae t ; 
tien in the Okla- es; S gt” F by the improved newspaper 9 bs BY ne ,. » - oy saperintens 
 homan and Times £ . A % Kodachrome process to be main- 3 See — a ve agg: ne 
plant twe years. It Dis fom « ‘tained in all engravings. Wet EY, 47 + @ 4 r is Fess Age Tf : 
assures deeper a 7 _ ~plates are out. . . strip film in 4 - . : a. "4 te mC 
etching and finez a «4» « @ Progress marches on. @ - . —_ iz : mp at imi 
tone te copper cuts . ; f me i . fue. t 


"he : x io » ae leadi metropoli- 
for eolor and black = ms oe ‘ gs a eee ie” tan a” ig 
and white cuts, ite ee ee 4 ste ae ma : 


MAINTENANCE es 2 = MAKING INKS BEHAVE AND IT. COMES 
of Equipment Important fi a 2 | i : | 
% - @Oklahoman and Times’ inks cost from our HERE 


@ Press rollers wear, but the ae aa ‘d oe a _ 15% 10 300% more... then are care- | @ And finally, The Okle- — 
Oklahoman and Times’ fine : | ‘ fully blended with tested chemicals to  homan and Times, from — 
_ mechanical plant houses’ a Se :: , ke &§ : give an added hbrillianes and sparkle. editorial pages to the | 


complete machine shop to comi¢ sections, are print-— 
keep rollers always at fac- ed entirely in the Okla — 
_ tory precision and efficiency. homan and Times’ own 
plant. The responsibility 
98 Yo great.te turn over 
to outsiders. 


@ More and more, advertisers ang asking publications to hack up their 


IF AT FIRST YOU DON'T SUCCEED... 


® Experimentation is in the 
vlood of these Oklahoman 
ond Times. mechanical de- 
-artment heads. To them 
ves the eredit for produc- 
og, mechanically, the finest 
_owspapers in the Southwest. 


claims to dominance in their markets. Constant search for methods 
3 and machinery to turn out a better product is one of the answers. Along 
this front The Daily Oklahoman and Oklahoma City Times point with 
pride to a thirty-six year record of substantial advancement. Making up 
the Oklahoman and Times is more than a mechanical job. It is an artistry 
that reflects a pride of craftsmanship. Type must be perfect. Pages 
_ must be symetrical. Unyielding standards must be maintained. These are 


things you mever find on a rate card .. . things you can never measure 


a 
« 
g 
' 

& 

hs 
iy 
i 
» 


_ by the usual space-buying yardsticks. Yet they have a vital, foral effect 
om every line of advertising you place . . . tell the story of Oklahoman 


and Times effectiveness more accurately than all your data books. 


wy 
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The League of the Middle Classes 


Walter B. Pitkin, famous teacher,; jobs, who are at least reasonably 


writer and lecturer, has suggested 
the formation of a league of 
middle classes, and has 
started work toward organizing it. 
He believes that those who are 
members of this group should be 
prepared to fight for their rights 
against both the predatory rich and 
the predatory poor. 


the | 
actually | 


well housed, well clothed and well 
fed, and have more than mere sub- 
sistence incomes. They represent 
the buying power at which every 
advertising campaign is directed, 


| and so they should be the particular 


Doctor Pitkin may not be able to! 


form a militant association of the 


middle classes, but he may succeed | 
|cause the taxes of corporations are | 


in crystallizing their opinions, a re- 
sult which would be equally good 
and perhaps better. The middle 
classes certainly should be awak- 
ened to the fact that they control 
America, and that their voice should 
be heard in the councils of politics 
and industry. At present they are 
somewhat neglected in favor of 
pressure groups representing alert 
and vociferous minorities. 
The middle include 
workers in offices, stores and fac- 
tories; they are the home owners, 


classes 


farmers and owners and managers | 


lof 


the | 


of businesses; they own the life in- | 


surance policies, the savings ac- 
counts and directly or indirectly the 
bulk of the securities which repre- 
sent the equities and obligations of 
the great industries of the country. 
In fact, they ewn most of America. 

At the same time, they are the 
backbone of every advertiser's mar- 
ket. They are the people who have 


concern of every advertiser inter- 
ested in supplying the needs of the 
greatest consumers in America. 
The middle classes usually get it 
in the neck under present condi- 
tions. They carry the tax load, be- 


usually passed on to them as con- 
sumers. If not, then they pay 
through reduced returns on their 
savings accounts, investments in se- 
curities and insurance policies. They 


thus carry the chief burden of re- | 


lief of unemployment, or pump 
priming and of all other expenses 
government, national, state and 


local 


Special legislation for the benefit | 


of classes, both 
underprivileged, is always 
expense of the middle group. 
ticians underestimate the latter, 
because it is not articulate. But per- 
haps such movements as that sug- 
gested by Dr. Pitkin will lead to a 
more vigorous expression of its 
viewpoint, both directly and at the 


privileged 
at 


and | 
the | 
Poli- | 


polls. The middle classes are in a 
position to determine the future 
policies of America; it is up to| 


them to do so. 


Maintenance of Competition 


Samuel O. Dunn, editor of 
Age, is crusading at 
certain 
the part of 


Rail- 
way 
igainst 


inconsistencies on 


business, especially big 
he believes at 
the troubles 
industry 
Because he 
railroads should 
compete on 


which 
bottom of 
railroad 
represents 
that the 
mitted to 
with other transportation 
he opposes the elimination 
petition in such industries 
where there has been some 


business, 


the 


are 
of the 
which he 
believes 
be 


great 


per- 
even terms 
services, 
ot com- 
as steel, 
opposi- 
of 


tion to too great evidence com- 


petition in the form of reduced 
price 
“A certain steel manufacturer,” 


aid Mr. Dunn in a recent editorial 


tailway Age, “is chairman of 
the propaganda committee of a 
large national busine associatior 
While in the idst of oliciting 
funds for this cor ttee. he re- 
cently ued a statement condem: 
ng certain other steel manufactur- 
e for reducing prices. He declared 


present | 


there was no need of government 
reduction of 
if the manufacturers would act sen- 
sibly and base their prices on costs 

“He thus declared against 
petitive price-fixing in his industry 


But all economists favoring private 


interference or wages 


com- 


enterprise agree that in the long 
run public sentiment should and 
will compel the prices of private 


enterprise to be regulated either by 
competition or government 

“In addition, this manufacture 
takes advantage of government 
waterway subsidies by shipping his 
products via a barge line owned by 
his company while 
the 

rail.” 
difficult to be 


in standing for f 


charging his 


customers Same prices as 
shipped by 

It’ 
way 
ind 
portant to 


ness 3} 


al- 


ee enterprise 


consistent 
open competitio but 
do ) 


wuld be 


through competitive effort 


f he | 


SHE'S BEEN READING THE ADS! 


r) COMPLETE Round Tee 
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—_ ] 
\= ASK FOR PARTICULARS OCH 
‘Senses 


"Is it all right if | 


FAIRS fe oly *o9 
\ 


SEE BOTH wortos & 


just visit relatives?” 


Ad-li 


bbing 


We're Stumped, Too 
J. H. Monte of Fort & Co. sends 
us this three-column advertisement 
from a recent issue of the Greens- 
boro, N. C., Daily News, which he 
That Li - Sor ’ ia 
od MIDGET STORER er Sim. 

ON MIDGET SQUARE 


The only combination Grocery Store and Hog Pon in the City 
HOME of COUNTRY HAM ond FRESH EGGS 


W er 
_ 
C. A. WINSLOW, the Liberal, 
Wins the Mayorship of Midget 
Square By Margin of Three Votes 


You Will See Some Action On Midget 
Square Now! : 


All streets lead into 
+ \ MIDGET SQUARE 


For the Cornerstone Laying 
Saturday, June 10, 4:30 PF M. 


fee begun te Ault 


= lA. 


“We Buy It On Credit 
Sell tt For Cash” 


WE DON'T KEEP iT! 


mes ceo sarees gO Batts 
a 
Open Every Wight DIAL WE WORK A 
Taso MANHATTAN oovusie 
Chee. rere smut 


describes as an outstanding exam- 
ple of how not to do it. We'll have 
to confess that the whole thing is 


a mystery to us, but perhaps it 
makes sense to the consumers of 
Greensboro That long spiel in 


6 pt. type is all about the election 
of Mr. Winslow as mayor of “Mid- 
get Square,” high taxes, fainting 


spells, the rotten merchandise sold 
it the Midget store, and such like 


Documentary Evidence 

A series of reproductions of fa- 
mous medical documents has been 
made the core of a promotion cam- 
paign to enlist the support of doc- 
tors for Vichy Celestins, by E. L 
Cournand, distributor of the prod- 


first of the series Cournand is 


| mailing to physicians is a facsimile 
| of the last will of Louis Pasteur, 
|reproduced faithfully even to the 


|yellowing of the paper. Subsequent | 


mailings will feature a letter of 
Napoleon’s surgeon, Ur Larry, and 
one written by Mme. Curie. The 
mailings will be backed by exten- 
sive promotion in medical journals. 

Consumer copy, however, is char- 
acterized more by selling than by 
dignity. “When you insult your 
stomach—apologize with Vichy” is 
| the theme of a campaign now ap- 
| pearing in Cue, The New Yorker 
land Time. J. D. Tarcher & Co. is 
| the Vichy agency. 


New Envelope 
| From Paper 
|that Wolf Envelope Company of 
'Cleveland has a new patented en- 
| velope on which the lower left hand 
|corner has been cut off. Letters to 
be inserted in this type of envelope 
are so folded that the point of the 
letter sticks through this opening 
and by a very gentle pull on the 
letter, the side of the envelope is 
ripped, so that the letter itself acts 
as an envelope opener. 

We also learn that a new type of 
paper, made from specially pre- 


‘ |pared kraft attached to a sheet of 


| black paper, has been developed in 
| England to aid in “blacking out” a 
| city in the event of air raids. 


‘Jottings 
Pictures of the vault in which 

C. Nielsen Company = stores 
clients’ reports remind us of how 
|much we were impressed by this 
carefully guarded client report 
library during a tour of the Nielsen 
statistical plant recently. We got 
the idea that it’s about as easy for 
an unauthorized person to get a 
report out of this place as it would 
| be to take a suitcase full of green- 
backs out of the Federal Reserve 
vault... 

F. M. Sands, advertising manager 
of the Model Market, Eagle Rock, 
Calif., has just completed a success- 
|ful “radio food sale” in which he 
| pushed radio-advertised foods, gave 
tickets to broadcasts as lucky num- 
| ber prizes, and filled his store and 
| window with display frames, photo- 
graphs, cuts and program data on 
various radio shows. . . 

Announcement of the special 
travel industry meeting of the Ad- 
vertising and Sales Club of Toronto 
j}recently took the form of a yard- 
llong ticket, with each feature ex- 


| plained on its own _ perforated 
|strip... 

Brown & Williamson is giving 
away a semi-sentimental account, 


in booklet form, of the history of 
Kentucky burley and the story of 
its raising and curing, on behalf of 
Sir Walter Raleigh smoking tobacco 
The book was written by James 
Speed and lithographed by Fetter 
Printing Company of Louisville 
“Dutch Boy Painter Magazine,” 
house organ of National Lead Com- 
pany, is in its 32nd 


respectable age for a 


year, a very 
publication of 
this character 


Progress we learn! 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
|advertiser or advertising agency 
executive writing on his business 
| letterhead. 


No. 1513. 


Christmas Packaging. 


It’s Christmas that’s just around 
|'the corner, according to this 16- 
| page brochure, issued by Hinde & 
|Dauch Paper Company. Santa 
/Claus unloads a pack of ideas for 
special Christmas packages, and 
| shows actual samples of holly and 
'linen patterns, illustrating H & D 
innovations available for the first 
| time as inexpensive “stock specifi- 
cations.” 
| No. 1514. Car Cards’ Tie-up Possi- 
bilities. 
| Barron G. Collier, Inc., has com- 
|piled this merchandising booklet 
outlining 38 tie-up possibilities for 
car cards in connection with trans- 
portation advertising. 


No. 1515. The Hardware Market. 


This booklet, issued by Hardware 
World, tabulates hardware jobbers 
and dealers, number of stores and 
sales volume for 23 Western states, 
with maps showing retail hardware 
sales, number of stores, number of 
jobbers, and percentage of hard- 
ware business done by hardware 
jobbers throughout the country. The 
publication’s coverage of the field 
is given in detail. 


No. 1516. News from a Christian 
Viewpoint. 

The Christian Science Monitor 

has issued this 24-page booklet 


which describes the news, editorial 
and feature contents of the paper 
and its Weekly Magazine Section, 
and sets forth its journalistic stand- 
ards and practices. _«_ 


No. 1493. Men, Methods and Ma- 
chinery. 

Seven broadsides of a series have 
been condensed in this handsome 
32-page brochure to tell the com- 
plete story of the Oklahoma Pub- 
lishing Company. Profusely illus- 
trated, the book describes the 
_growth and expansion of the com- 
| Dany and its part in the develop- 
/ment of Oklahoma City, and the 
directorate and managers who co- 
ordinate the company’s men, meth- 
| ods and machinery. 

} 

| No. 1510. Route Lists. 

| The Pittsburgh Press has issued 
three new route lists covering liquor 
and malt beverage licensees. The 
first is a list of 2,624 retail liquor 
| licensees in Allegheny County, and 
includes the locations of _ state 
liquor stores and managers. The 
second route list contains similar 
information on nine outlying south- 
western Pennsylvania counties, with 
a map showing wet and dry cities, 
boroughs and townships in the state. 
The third list covers 391 malt bev- 
erage distributors of the 10 south- 
western Pennsylvania counties. 


No. 1508. The Story of Phoenix 
Arizona. 

This compilation of the first 200 
cities as they rank in population, 
retail and wholesale sales, income 
tax returns, telephones and other 
market indices has been issued by 
the Phoenix Republic and Gazette. 
The material is conveniently 
arranged so that the standing of 
Phoenix in each classification may 
be seen at a glance. 


No. 1512. Consumer Market Sur- 
vey of Okmulgee, Oklahoma 

The Okmulgee Daily Times has 
issued this study of consumer pur- 
chasing habits in the Okmulgee 
market, covering automotive, gro- 
cery and soap products, drug sun- 
dries, tobacco and home appliances 
In addition the study provides fig- 
ures on population, retail sales and 
other market data 
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ADVERTISING AGE 


Average net paid total circulation 
Guring the official six-month 
period ended March 31, 1939: 

Daily 903,922... Sunday 1,134,019 


| last year, Chicago depart ; $ a 
_ stores spent in the Tribune 
— 50.2% of their appropriations © 


for Chicago newspaper advertis- | ; 
ing. During the similar period ae 
_ this year, they increased the — 
_ Tribune's percentage to 54.3%. 


Chicago Tribune 


THE WORLD‘S GREATEST NEWSPAPER 


= DEPARTMENT STORES during the first five 
months of last year spent in the Tribune 50.2% 
of their total expenditures for advertising in Chicago 
newspapers—more than in all other Chicago news- 
papers combined. 

During the similar period this year, they increased 
the Tribune’s percentage to 54.3%. 

The way these stores are placing increasing depen- 
dence on the Tribune reflects the Tribune’s increasing 
ability to deliver for them. 

Because it strives each day to produce a better 
newspaper than the day before, the Tribune has 
registered a gain in tctal daily circulation every 
month for the past 39 months. 

During May Tribune total daily circulation 
climbed to well over 900,000 net paid—a gain of 
more than 58,000 over May last year and a new all- 
time high for the month. 

Since 1933, Tribune total net paid daily circulation 
has gained more than 140,000. City and suburban daily 
circulation has gone up more than 110,000. 

These gains demonstrate the Tribune’s ability to 
widen the market for its own product—a fact appre- 
ciated by Chicago department stores and of interest 
to every advertiser who seeks to widen the Chicago 
market for his product. 

The Tribune reaches more than 725,000 families 
right in metropolitan Chicago. This is Chicago’s larg- 
est constant audience... practically as many families 
as are reached by any two other Chicago news- 
papers combined. 

lf you want to sell more in Chicago, build your 
advertising program around the Tribune. Rates per 
100,000 circulation are among the lowest in America. 
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ADVERTISING AGE 


July 10, 1939 


Advertisers Weigh 
Plan to Combat 
Critics’ Blasts 


Informal Session Ana- 
lyzes Attacks on Bran- 
ded Products 


New York, July 5.-—A_ proposal 
that national advertisers form a 
group to offer effective resistance 
to advertising agnostics who are 
undermining faith in branded mer- 
chandise was taken under advise- 
ment by a group of advertisers here 
this week, following a meeting last 


week at which Milton M. Gair, Red- 
lands, Calif., retailer, suggested the 
plan. 


A. O. Buckingham, vice-president 
in charge of advertising, Cluett, 
Peabody & Co., was chairman of 
the informal meeting. It was 
agreed that an “exploratory” 
ing be held in the fall to discuss 
the possibility of a campaign in 
support of branded products. In 


the meantime, a tentative plan of 
operation will be devised. 

Mr. Gair, a crusader for adver- | 
tising whose local newspaper copy 
has attracted nationwide attention, 
charged that promoters of private 
brands make fantastic references 
to the high cost of advertising to 
consumers. Some even tell the} 
public that savings of one-third can 
be achieved by buying unadvertised 
goods, he said. 


His Mail Order Houses | 


The speaker indicated particular | 


displeasure with mail order houses, 
whose tactics, he said, undermine | 
confidence in national advertising. 
He charged that such concerns have 
used “below the belt’ methods. | 
Names mentioned by Mr. Gair in- | 
cluded Sears, Roebuck & Co., and 
J. C. Penney Company. | 

Reading from mail order cata- 
logues, Mr. Gair quoted statements | 
promising savings of one-third to| 
one-half because the merchandise 
was not nationally advertised. “Can 
labor work for a third less and eat 
a third less?” Mr. Gair asked. 

He termed statements made in | 


meet-|the Sears catalogue as to savings | 


possible by omitting advertising 
“exaggerated.” He referred to a 
Penney offer of work shirts at 10 


feet, while Los 
lation rises to . 


west of the 


220,185 
560,882 


IN ADVERTISING: 


Only Los Angeles newspaper 


month June 19th), 


Nationally 


| Willis, 
|facturers of America; 


| the 


California's Yosemite Falls drops 2.370 
Angeles Examiner circu- 


LARGEST 
Morning & Sunday 


Families Every Sunday! 


linage in each of the past 8 months, 
miles ahead of the field. 


LOS ANGELES 
EXAMINER 


Represented by the 


RODNEY E. BOONE ORGANIZATION 


cents each, asking what price labor 
could have received for making) 
that merchandise. 

Silence is no longer golden when 
advertised brands are attacked, he 
declared, and suggested a sustained 
series of articles to inform consum- | 


‘ers of what lies behind these at- | 


tacks. Mr. Gair also attacked re- 
tail advertisers who feature private 
brands at low prices by advertising 
“If we could disclose the name of | 
the manufacturer. o 

Others present in addition to Mr. | 
Buckingham were Elmer Ward, | 
| Goodall Company; John S. Norton, | 
‘Lambert Company; Ralph Trier, | 
|New York Theatre Programs; Paul | 
Associated Grocery Manu- | 
Wade Gris- | 
wold, Young & Rubicam; Alfred | 
Silberstein and Bert Goldsmith, of 
A. J. Silberstein agency; Allan 
Preyer, Vick Chemical Company; | 
Gil Faith, Curtis Publishing — 
pany; Car] Sloss, Esquire, and a 
number of others. 


Brooks Gets Two | 


King Midas Match Company and | 
|Philip S. Eisendrath, stock invest- 
ment counselor, both of Los An-| 
geles, have appointed Brooks Ad- | 
vertising Agency, Los Angeles, to| 
handle their accounts. 
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Summer promotion by Dole urges con- 

sumers to enjoy the favorite drink of 

native Hawaii right in their own homes. 

Full-page, 1,000 and 500-line insertions 

will appear in newspapers throughout 
the country through September. 


Close Appointed 


George D. Close, Inc., San Fran- 
| cisco, has been appointed to repre- 
sent the News Miner, Fairbanks, 


| Alaska, and the Alaska Weekly 


Miner in the United States, except 
the Seattle territory, which will be 
handled by Gilbert A. Wellington. 


Helbros Watches to Best 


Helbros Watch Company, New 
York, importer and manufacturer 
of watches, has named Frank Best 


Missouri! 


Families Every Morning! 


‘a 


to show increases in retail 
and so far this 


& Co., New York, to direct its ac- 
| count. Newspapers, national maga- 
|zines, radio and business papers 


| will be used. 


_| board, 


Longines Plans 


Expanded Fall 
. Promotion Effort 


New York, July 5.— Salesmen 
|of Longines-Wittnauer Watch Com- 
| pany, convening here last week, 
|heard plans for an enlarged fall 
campaign on the company’s time- 
pieces that will surpass last year’s 
| autumn effort by about 70 per cent. 
Sales are up 36 per cent over 1938 
| figures, it was said. 

The watch company will continue 
to employ its newspaper space to 
tie in with sports events as they 
'oecur, and 100 radio stations will 
| broadcast Longines time signals 
| throughout the summer. 

The fall schedule, starting in Sep- 
‘tember, will utilize rotogravure 
groups in many parts of the coun- 
‘try as well as black and white 
cooperative copy in 12 or 15 cities. 
| Longines’ magazine program fea- 
| tures weekly insertions in Life and 
| Time and monthly space in Cosmo- 
politan, Fortune and Modern Maga- 
|zines. Copy will present evidence 
to bear out Longines’ claim of “the 
world’s most honored’ watch.” 
|Arthur Rosenberg Company is the 
| agency. 


Named Board Chairman 


Morris E. Leeds, founder and 
president of Leeds & Northrup 
Company, Philadelphia, maker of 
electrical measuring instruments, 
has been named chairman of the 
and Charles S. Redding, 
vice-president in charge of research 
and engineering, will become presi- 
dent July 10. 


Form Western Associates 


Western Advertising Associates 
has been established in the Denham 
Theater bldg., Denver, by Dudley 
H. Brodie, Frank E. White, Samuel 
Foster Balentine and Norman Snod- 
grass. Herndon Davis is art direc- 
tor. 


Speedak to Bow 


Remington Rand will introduce a 


new vest-pocket size electric shaver, 
the Remington Speedak, during 
‘July. It will retail for $12.50. 


hove’ foremost news 
station? Whats that? 


portant 


ities of 
bune. 


KSO, Des Moines, is rapidly winning recog- 
nition as lowa's Foremost News station. 


Nine times a day, KSO listeners hear im- 


headlines in the day's news—local, 


state, national and world. News is gath- 
ered through an efficient station staff, U. P. 
and |. N. S. radio wires, and statewide facil- 


the Des Moines Register and Tri- 


What does this complete news service 


mean to you? 
audience which depends on KSO regularly 
for news as well as a complete schedule of 
excellent programming. 


f Ind, 
can buy 
WNAX-lowa WNet- 


work combination at 


of course, you 


KSO ati the 


lt means a large and loyal 


KSO gives you a ready-built audience 


an exceptionally low among the more than 1,000,000 people 
rate who live in lowa's largest single marketing 
' area—at a rate you're sure to find at- 

tractive. 


DES MOINES - NBC Blue-MBS- 1430 K.C. 
$000 WATTS L.$. * 
Represented by THE KATZ AGENCY 


1000 WATTS NIGHT 


KSO 


PROGRAMMED for maximum AUDIENCE in a major MARKET at minimum RATE 
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INTRODUCES NEW IRON 


ironing with an iron ‘5 ; 
you NEVER have to 


~s «= 


PROCTOR 


GVER-L/FT 
automatic SPBED IRON 
See 0 Where thectrica! Appliances Are Sold 


30-DAY 
MONEY-BACK TRIAL OFFER 


Proctor Launches 


Campaign on New 


‘Never-Lift’ Iron 


Philadelphia, July 5. — Proctor 
Electric Company has embarked 
on a potential national campaign to 
sell one of the highest priced elec- 
trig irons to a market visualized 
chiefly among the lower income 
groups. 

The iron is Proctor’s new “Never- 
Lift,” 
automatically lifts it off the ironing 
board when not in use. The retail 
price is $12.50. 


Formal launching of the cam- | 


paign took place last week when 
Proctor entertained 1,400 dealers, 
jobbers and salesmen, climaxing 
a six-month sales test in Wiiming- 
ton. No advertising was used dur- 
ing this test, but Proctor official 
said $16,000 would be spent in 
the Philadelphia Evening Bulletin 
and that similar campaigns would 
follow in New York, Boston, Chi- 
cago, Detroit and other metropoli- 
tan cities. 


Using Installment Plan 


It was the Wilmington test which 
revealed the sales potentialities in 
the lower income groups. Install- 
ment selling companies gave the 


iron a warm greeting and proceeded | 
in such quantities that 


to sell it 
considerable attention will be given 
to this type of outlet in future mer- 
chandising plans. 

Reports show that many irons 
sold to women whose family 
incomes are under the $1,000 a year 


were 


igure, 


their own work and can more 


featuring a device which | 


These women usually do 


|readily be sold the energy saving 


appeal of the new iron than can 
| women in households where ser- 
| vants are employed. 
| Copy for the iron points out that 
'an average iron, 
| pounds, is lifted 1,000 times during 
| the ironing and that this is equiva- 
| lent to lifting a total weight of more 
than two tons. Most of this lifting, 
it is emphasized, can be avoided 
| with the Proctor. In addition, the 
iron boasts many other features 
making for efficient performance. 
Proctor Electric Company is a 
division of Proctor & Schwartz, Inc., 
a builder of textile and industrial 
drying machinery for 57 years. The 
electric division was organized 
about 12 years ago. Advertising is 
handled by Charles Falkner Arndt 


oe er oO men, 
= . 


| 
| 
| 


folks respond to the 


sparkling ——, 
ship of the Populer 
Station 


SALT LAKE CITY | 
Representative Joke Blais & o 


180,000 miles by automobile, 


born residents in their own home towns. 2 

He gets into small, out-of-the-way vil- 7 
lages. He recognizes the supreme im-— 
portance of trivia. He reports the real or 
news. His motion pictures taken abroad < ' 
have been displayed in Cleveland to 4 
over 250,000—a larger audience than 


any other motion picture has ever 


achieved here. 


weighing five | 


In the past seven years, Theodore An- 
drica has made six trips to Europe for 
| The Cleveland Press. He has toured 


twenty countries. He leas travelled over 


5,000 relatives of Cleveland’s foreign- 


advertising manager. 

Guests present when campaign 
plans were disclosed were treated 
to a variety of selling stunts. Among 
them was the rendition of this poem 
| by a negro Mammy whose Proctor 


“My old arm don’t need no doctor 

When I'm ironing with my Proctor. 

| All I do is slide it to and fro, 

| There’s no lifting, tirin’ motion, 

| Halleujah, Land of Goshen, 

Never-Lift’s best iron I've ever 
knowed.” 


John M. Sweeney Company has 
been appointed New England ad- 
vertising representative of the Free 
Press, Melrose, Mass. 


[HIS IS FOREIGN NEWS as The Cleveland 


Press writes it. 


How vastly mor 


patriated peasant of Barouce than the in- 
tricacies of the Munich pact! News from 


home, published ina Cleveland paper for 


all to read. Half 


rouce, in Carpatho-Russia, are working in 
the steel mills of Cleveland. So the Press 
sends Theodore Andrica to Barouce to get 


the only news that 
Sixty-four and 


visiting _ Press believes that 


The 


& Co. Joseph Tiers is the Proctor 


iron inspired her to lyrical heights: | 


‘eS important to the ex- 


Cleveland's population are foreign-born 
or second-generation Americans. The 


newcomers a homogeneous part of the 


| Issues New Rate Card Ann Riordan Heads 


| The College Store, New York, | Lansing Women’s Club 

|which will a eg = yee Ann Riordan, Pierce Bros., has 
. en <4 the -~ a py 1 | been elected president of the 
a rate card, e ective “Aug. 4-| Women’s Advertising Club of Lan- 
ohn G. Munro, formerly of the ad- | sing, Mich 

vertising department of Ford Motor : : 


|Company, has been appointed ad- | Other officers are Katherine Wei- 


veseial : a tan tenis , | ber, Wohlert Corporation, vice- 
| — jaa William  G | president; Edrie Findsen, Findsen 
|Doscher, who has joined Super- | Realty Company, recording secre- 


me: : 2 |tary; Mary Vandenburg, Advertis- 
| vision, New York. ling Service, 


Edison G-E Promotes 
Mildred Hickman | 
| Mildred Hickman has been ap- Stanke to Venus 

| pointed director of the home eco-| F. A. Stanke has been appointed 
-nomics division of Edison General | advertising manager of Venus 
| Electric Appliance Company, Chi- | Foundation Garments, Inc., Chicago. 
|cago. She was formerly director of 'He came from the advertising de- 
Hotpoint refrigeration home _ eco- | partment of H. W. Gossard Com- 
| nomics. | pany, Chicago. 


corresponding secre- 
tary, and Retta Emigh, Kneeland 
Millinery, treasurer. 


V3 

i) 

ir pita 
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There are two new bells in the church 


and where the old wooden bridge stood there's a new one of concrete 


American scene is to recognize their inev- 
itable nostalgia, satisfy their craving for 
news from home, and treat them as we 
would like to be treated if we migrated to 
Barouce. That is a good newspaper's job, 
and to a good newspaper, the lowliest 
the population of Ba- steel-puddler is important. 

Of course, Cleveland's foreign-born 
love the Press just as the native son loves 
it; because the Press prints the news which 
whatever his back- 


counts. each Clevelander, 


one-half per cent of ground or station, wants to read. The 
Press is very proud of its circulation and 
coverage. But prouder still of that intang 
the way to make these — ible something that means Power—power 


to do good; power to move goods. 


Cleveland Press 


\ SC RITPPS-HOWA RD NEWSPAPER 
NATIONAL ADVERTISING DEPARTMENT OF SCRIPPS-HOWARD NEWSPAPERS 
2530 PARK AVENUF NEW VORA 
, ( hicago San Francisco Los Angeles Memptu- Detroat Philadelpiua 
‘ea 
Series ere Member of the United Press of the Audit Bureau of Circulations and of Media Records, Inc 
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BOMB APPEARS Ozite Maker Will cattle hair above and below the | Dennis Opens Agency Duofold Plans Campaigns 
center strip. ; Robert F. Dennis has opened his| Duofold, Inc., Mohawk, N. Y., 
~ Contest Charges Company executives pointed out own agency at 617 S. Olive street, will use general, weekly and out- 


that Circle Tread Ozite has for [os Angeles. He was account door magazines jl none gel un- 
a Fil d b FIC some time been advertised as “made | executive and production manager derwear in two sales and advertis- 
% iled by 


; . 
of All Hair reinforced with an ad- | of Elwood J. Robinson Advertising — = pg’ nlccoes Nyy 

Chicago, July 5.—The American hesive burlap center. | Company, Los Angeles, for the past | tion Support line will be empha- 
‘Hair & Felt Company and its sub-| L. H. Regensburg, Clinton presi- | five years. sized in one campaign and the other 
| sidiary, Clinton Carpet Company, dent, said, “It has always been our | or will stress the inclusion of the Ac- 
| will contest the recent citation of | policy to make the finest quality | Patterson on Board tion-Support feature in the regular 


Duofold line. Moser & Cotins, 


the Federal Trade Commission in rug cushion that can be made, and| Henry W. Patterson, executive | Utica, has the account. 


regard to advertising claims on Cir-| in the advertising of it to base all | vice-president of Harold Cabot & 
cle Tread Ozite rug and carpet of our statements strictly on facts. |Co., Boston, has been elected to the 
cushions, it was announced today. “We believe that after the Fed-|oard of directors. Montgomery Resigns 

| The FTC citation objected to the eral Trade Commission hearing this comemceanaaamemd Tom J. Montgomery has resigned 
statement that Circle Tread Ozite entire matter will be put to rest. Joins Alley & Richards pg ig Bed ag Beng 
io “made of AD ward eenerting | As soon 6 te mearang nes npeond Donald T. Carlisle, formerly with | effective July 15. He was pre- 
that the product contains strength- | held, we shall certainly present our | Doremus & Co., Boston, has joined | viously with Kraft-Phenix Cheese 
ening strip of burlap through the | case in full to the public and to the | ajiley & Richards Company, Boston,| Corporation, Armour & Co. and 
center with a layer of 100 per cent’ trade.” as account executive. |Stewart-Warner Alemite. 


This is the way the aerial bomb (made of 
thin silk paper) appears when exploded. 
This bomb was used abroed. 


Aerial ‘Bombs’ 
Offered as Latest 
Promotion Device 


New York, July 5.—Spectators 
watching the Independence Day 
fireworks exhibition at Coney Is- 
Jjand were startled yesterday when 
one of the bombs bursting in air 
exploded to reveal a_ giant-sized 
replica of a package of candy, float- 
ing in the ether. The pyrotechnic 
display marked the introduction to 
this country by Comet Aeria] Ad- 
vertising Company, Inc., of a form 
of aerial spectacular widely used 
in Europe to promote wines, tires 
and other continental products. 

Comet’s bom b - advertisements 
differ from similar devices, such as 
skywriting and airplane streamers, 
in that the former not only repro- 
duce the trade names, but the image 
of the product or package as well. 
Charm Company is the first Ameri- 
can advertiser to contract for Comet 
service. 

The device, usually employed at 
bathing beaches, is shot from a 
mortar to a height of about 360 
feet, where it explodes with a loud . 
noise and a cloud of smoke. When 
the smoke clears, the figure of the 
product advertised is revealed, | 
about 15 feet high and covering an 
area of approximately 65 square 
feet. 

Original shape and colors are car- 
ried out in the figure, which is 
made of thin silk paper. It is 
open at the bottom and the incom- 
ing air keeps it afloat from 2 to 
10 minutes. According to Comet, 
European advertisers have used as | 
many as 30.000 of the bombs in i 
single season. 
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Gets Tel-Electric 

Tel-Electric Corporation, New 
York, manufacturer of the Electric 
Newspaper and visual news bul- | 
letins, has appointed Lee-Stockman, 


ta 


« 


f 
New York, as agency. Newspapers, | 
business papers and direct mai! wil! 
be used 


KWEH Increases Power 


Station KWKH, Shreveport, La., 
outlet of the Columbia Broadcast- 
ing System, has been authorized t 
increase its operating power from 
10,000 to 50.000 watts The new 
transmitter is expected to be on the 
air in Septembe1 


To Keelor & Stites 


Ethical Laboratories, Cincinnat 
manufacturer of pharmaceutical 


products, has appointed The Keelor 
& Stites Company, Cincinnati 
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advertising counse] Newspapers at ae Thj RETAIL STORE 
magazines and direct mai! will] be om ngs ha . Ss 
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al comes out! The ce be ore the 


. r 1m @ eclecss3 1: Magazine j. ; 
Nicholson in New Post ected list of dens.” *® Previewed 
respond, A] “partment st 

Charles L. Nicholson, business . most half of th ores, Buvers 
manager of the Oklahoma News ordered reprints of em — for eXam le 
until it suspended publication in Red Cron S] Ol a Mack-and-w} i _ 
February, has been named to the , ( “hoes, 4ge lite Page on 
same positior vith the Standard- ork Color Page TI a the Arm tr | | ° H ll 
Times and Mercury. Ne Be dfore 4 " “owe lat help. , ‘trong ! ‘ » 
Mi , vhe nn the Journal Come - Ip things happen = ai 1¢€ - O 

— ww OWE] 

Ayer Moves ; 

N. W. Ayer & Son has movec : ; 
New York office to 20 Rockefeller vc 
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' ' Fred A. Gosnell, chief statistician, | plified by the loop, is also a mecca | cent of the city’s total in this classi- 
Chicago § oop Census of Business, handled the|for eating and drinking places. fication were able to get $275,766,- 
new report, which is based on the | The 489 establishments of this kind, 


17 


STILL SUMMER THERE 


000 in volume, or 25.98 per cent of | 


s 1935 business census. accounting for only 5.54 per cent) the total. | V; it ‘. t 
Under Microsco e The general merchandise group,| of the total number of stores, did| The furniture-household group of | "4 uam 
comprising dry goods and general |a business of $27,918,000, or 29.75| stores did fairly well, the 74 situ- 


merchandise stores, department | Per cent of the total. ated in the loop, which represent | 

. | ° an ° 
~ rariety 7.67 per cent of the Chicago total, | 
in New U. S. Study ee ee ee one ee Oe nd How Others Fared 


| stores, fare best in the high rent did a volume of $8,607,000, or 20.9 


| 
rate d pe FE 
| district, made up in this case of| The apparel group also had lit- | P™ cent of the total. WHERE PLEAS”, 
Washington, D. C., July 5.—)/the 35 blocks comprising the loop.|tle difficulty in showing a _ profit, | Ka 


Though the marketer will be able | This type of store, numbering only | judging from their sales. The 720 oe ae So 
to determine the volume of busi- | 3.72 per cent of the total of its kind stores of this kind in the loop,| The _ lumber-building-hardware 
ness done in every block in every|in Chicago, transacted 55.89 per|though comprising only 18.97 of | group, of 35 stores, or 2.44 per cent 
section of the city by “Geographic | cent of the volume secured by all | the city’s total, were able to get/|of the total, got 4.34 per cent of 
Distribution of Retail Trade in Chi- | Chicago establishments of this va- | 47.6 per cent of the total volume, | the city’s business, with $1,148,000. 
ago,” issued today by the Bureau riety. The dollar volume was $128,- | or $57,238,000. Drug stores in the loop were hives 
f the Census, characteristics of the | 356,000, compared with $229,621,-| Food stores also made an excel-|of activity, the 80 such establish- 
oop provide one of the most inter- | 000 for all such stores in Chicago. | lent showing. The 2,392 establish- | ments, accounting for only 4.28 of 
esting features of the new survey.| The high rent district, as exem-| ments comprising only 5.49 per the total number in Chicago, doing 


M you haven't seen New Orleans 
i you haven't seen America 


@ It's an inspiration and an education. The 
gayest, frendhese city and the most romanuc 


, 
— and histone spot on this continent 4.1) sports 
en route Calder all year —and only a day's journey on Hlincas 
Golden Gate Expo Central's a condinoned trains, or overmght 


etn at mo entre on the famous all Pullman Panama Limited 
: Round tmp from Chicago, only $30.55 in 
oe coaches, $42.25 in Pullmans (berth extra). All 
your way to Mere. 

the Caribbean and *=pense tours as low as $67.10 for 7 days 


D eedert ate grate 


Illinois Central Railroad is encouraging 
vacationers to think as favorably of the 
South in the summertime as they do in 
the winter with this copy, the first in a 
series of 12 insertions to appear in 35 
newspapers of principal cities in the 
Midwest. Caples Company is the agency. 


a volume of $8,325,000, or 15.12 per 
cent of the total. ' 
Miscellaneous retail stores, num- 
bering 802, or 15.22 of the total, 
did a volume of $30,052,000, or 27.85 
per cent of the city’s entire business 
in these fields. This list includes 
cigar stores, florists, fuel and ice 
dealers, gift shops, jewelry stores, 
luggage stores, news dealers, pack- 
age liquor stores, second hand stores 
and others. 

Neither automotive dealers nor 
filling stations gain much by being 
in the leading retail business dis- 
trict, and in the case of the former, 
such a location seems to be a handi- 
cap. The 15 automotive establish- 
ments, accounting for 0.92 of the 
city total, did only 0.74 per cent 
of the total business. The same 
number of filling stations, repre- 
senting 0.83 per cent of the city’s 
total, accounted for 1.33 per cent of 
ithe total volume. 

The new survey gives a detailed 
| geographical analysis of sales of 
| $275,766,000 by 43,555 stores. 


Rockford Dailies 
to Sell Direct 


The Rockford Star and Register- 
|Republic have abandoned the plan 
of national representation which 
J re ; they have long followed and will 
_ i $ ae — mm deal direct with agencies and na- 
oe Rae 2 ~* ,..; -2 awe re tional advertisers. 

rhe The Illinois newspapers will not 
establish branch offices, but will 
make periodical calls from head- 
quarters, after the pattern estab- 
lished by the Fort Worth Star- 
Telegram. 


Minneapolis Club 
Re-elects Champion 


Edgar R. Champion has been re- 
elected president of the Minne- 
apolis Advertising Club. 

Other officers are Frank OD. 
Kiewel, Jr., Minneapolis Brewery, 
first vice-president; John Foley, 
Olmsted-Hewitt, second vice-presi- 
ident, and Harry Atwood, North- 
western National Life Insurance 
Company, secretary-treasurer. 
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* Go ahead and smile! A trailer like that would get a 


‘nicker anywhere. But you can’t laugh off the impor- 


lance of where women live, how they think, what they 


tat, and how they dress. These things concern a Vital 
New JOURNALism for Today’s Women. 


* In homes ... stores . . . showrooms — all over the 
‘ountry —things happen when the Journal comes out. 
This magazine has become a force in the lives of mil- 


lions of women. It helps them — and it helps those who 


‘ell through Journal advertising. HONORS 


Handsome is as h 


’ 


ee ae 
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andsome dresse 
Jon’t fib) are &° 


A: sg 


adies (if figures "Se. e951 lessons : 
ladie ea a glance. 57,521 , { Fashion. by WBNO Now WNOE 
eted “extt he Journal Schoo! ©  Enrol- Station WBNO, New Orleans, has 
ordered from the 7" } chools. colleges» © been granted permission by the 
le in homes. high *€ | from as far away 4° Federal Communications Commis- 
ee cal dimes!) nage 9 other foreign ey change its call letters to 
. ] men 7 _ ina and « yen! . 
J . a. North Ch ‘es that hap} 
Africa, + the things 
VITAL NEW J countries! Amazing —* Account to Buchanan 
AL NEW JOURNALISM FOR TODAY'S WOMEN 


ae, Title Insurance & Trust Company, 
ae Los Angeles, has appointed Bu- 
oy chanan & Co., Los Angeles, to han- 
<n ‘ idle its account. Newspapers will 
; . ’ ibe used. 
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Another Dummy 
in the Limelight 

To the Editor: Shame on ADVER- 
TISING AGE’S usually alert editorial 
staff for publicizing the French 
conception of the McCarthy ma- 
rionette in foreign trade advertis- 
ing for “Pernod Aperitif,” and for 
failure to recognize this country’s 
only industrial puppet that has 
done and continues to do a re- 
nowned four years’ promotion job 
in several of the better known busi- 
ness publications of international 
coverage—including Iron Age, 
Metal Progress, Metals & Alloys, 
Mid-West Purchasing Agent, Steel, 
and Welding Engineer. 


Reference is made to the popular | 


“Whitey Sez’ series 


appearing | 


monthly in the above papers for | 


the Cleveland firm of Maurath, Inc., 
wherein the founder of the 
pany, George A. (Whitey) 
rath, uses a 


com- | 
Mau- | 
20-inch high caricature | 


likeness of himself in every ad. The | 


figure usually burlesques the an- 
tics of his master. Like Pernod’s 
creation, Whitey Junior is fully ball 
and socket jointed to acquire any 
natural position. Together with a 
complete wardrobe of business, so- 
cial and sports attire, the 
cost approximately $300. 


marionette | 


Besides serving its owner to build | 


up a welding electrode 
via trade publication advertising, 
“Junior” 
Senior to most of the industrial 
expositions around the country. 
While conventioning on the coast 
last summer, Mr. Maurath wired 
his Cleveland office to have the 
puppet crated and flown to him via 
United Airlines for a night’s enter- 
tainment at Hollywood’s ‘“Troc” 
where it shared the attention of 
numerous film stars and made the 
headlines of the Los Angeles Times 
in both photograph and story. 

Surprisingly, Whitey, Jr., 
ceives on an average+dozens of 
pieces of fan mail each month— 
largely from business executives 
both locally and abroad. 

L. D. BRADBURY, 
Penton Publishing Company, 
Cleveland. 


Cheer-Up Theme Scores 
for Brewing Company 


To the Editor: A recent cam- 
paign conducted by us for Oertel 
Brewing Company, the brewer of 
Oertel’s "92 beer has been so suc- 


GET MORE FUN our OF LIFE 


There ere ree Rims of peepee be the worbd the bomen. ghmeme™ 
ie ee ee 
et ee 
om the the Gage «Naturally 


ommeree 
hink thee world 


both as a business builder 
client and as a good will 
builder for professional advertising 
and our agency that we feel sure 
your readers will interested in 
its story 

It began with a 
Louisville business firms enclosing 
“Cheer-Up” without 
advertising whatsoever. Later 
town was literally flooded 
these cartoons and other 


cessful 
for the 


be 
letter to all 
cartoons any 

the 
witl 
displa‘ 


re- | 


business | 


accompanies Whitey | 


'under the direction of H. 


is a reader's forum. 


Letters are welcome. 


Voice of the Advertiser 


This department 


CHIP OFF THE OLD BLOCK 


a a j csr r 
eae bt: tain 
i ‘ 


Industrial advertising circles have become familiar with ‘'Whitey,"’ 


INC., 


SVUILOER OF BETTER whidine sLeCTROOES 


Vialaitt da 2 ad 
‘qed J pars, gf 8 
achuiilly Lilt howe ty poo. 

eee 


¥ 


CLEVELAND 


(Mm ALL AMALYSES 


who personifies | 


the head and founder of Maurath, Inc 


cards bearing the same message, 
though still without advertising. 


Everybody put them up. No 
one knew exactly why, it just 
seemed to be the thing to do. They 


wanted to cheer up, they wanted 
their employes and customers to 
cheer up. And then it happened! 
The same smiling cartoon char- 
acter appeared in newspaper 
outdoor posters and car cards, only 
this time he was telling people 
how to cheer up. He was saying, 
“Cheer up with Oertels °92.’’ 

The Oertel sales department, 
T. Cas- 
tello, manager, cut 


general sales 


copy, | 


loose with a selling drive which set | 


a record in careful planning, com- 
pleteness and sheer’ enthusiastic 
selling power, and which 
| campaign over the top. 
M. R. KopMeEyEr, 
M. R. Kopmeyer Company, 
Louisville, Ky. 


| Essay Contest Held 


| 


Important Activity 

To the Editor: Thanks for your 
recent letters announcing the win- 
ners in your latest essay contest 

I had a letter from Dana Stewart 
of Princeville, Ill., one of the hon- 
orable mentions, this morning stat- 
ing that he was very happy and 
thrilled to receive the recognition 
he did. We, too, are delighted with 
our first effort in this direction and 
we just hope that we can do even 
better the next time 

We wish to congratulate ADVER- 
TISING AGE for the splendid work 
it is doing in helping counter- 
act much of the anti-advertising 
propaganda that being dissem- 
inated in the public and 
colleges 


18 


schools 


W. H 
Company, 


KINSALL, 
Peoria 


Altorfer Bros 
Ill. 


. I wish to acknowledge with 
thanks the receipt of the check for 
$10 received as the award for win- 
ning honorable mention in the 
cent national es contest 

No doubt there were many 
cellent entries in the contest: 
tainly those hich have 
printed in ADVERTISING AGE 


re- 
Say 
eX- 
cer- 
been 
and 


put the | 


| fill 


the Stockton Record (the news- | 
paper in Stockton which cooperated | 
in the contest) make me wonder 
how mine was judged worthy of 
that honor. 

Suffice it to say that I appreciate | 
the recognition and the good wishes 


you have expressed on more than | 
one occasion. 
Although my plans at present 


don’t call for me to go into adver- | 
tising directly, the position I will 
next year will bring me in | 
direct contact with advertising as | 
a very important part of the work. | 
GREGG PHIFER, 
Pacific Weekly, 
Pacific, Stock- 


Editor, The 
College of the 
ton, Calif. 


7, Fv ¥ 
It's Cooling, Anyway 
To 


| the Editor: Enclosed is an 
advertisement of Kool-Aid which 
appeared in last week’s daily pa- | 


pers. I was wondering if you could 
tell me how many big, cool glasses | 
I could make at home from a pack- | 
age’ 
The 


advertisement states “Makes | 
10 big 


cool glasses at Grocers.” 
ALBERT R. SCHWARZ, 
Advertising Manager, Sheridan 


Center Herald, Chicago 
v v 

Thanks 

To the Editor I should appre- 
ciate very much receiving duplicate 
copies of the special AFA conven- 
tion issues you dilistributed last 
week at the Waldorf-Astoria 

Let me compliment you on the 
splendid manner in which you han- 
dled the news at this convention 

L. Rone WALTER. 
Advertising Manager. The Flint- 
kote Company, New York 


Sidelights on Those | 


| ‘Note for Copywriters” 


JUST A COINCIDENCE 


6 = Pll Be aia, oawn erat ol 


LLAS ona BEACH 


“Itty Fitties” 

To the Editor: Sheer coincidence 

. but nevertheless timely 

was the practically simultaneous 
current appearance of Crystal Pier 
Villa’s new streamlined highway 
bulletins shown above, and Saxie 
Dowell’s instantly sensational song- 
hit “Three Little Fishies.”” On the 
Crystal Pier bulletins, the “fee itty 
fitties’” are pointing the way to a 
trio of vacation pleasures at the 
popular Southern California beach 
resort near San Diego. In the song 
—who doesn’t know by now how 
“they swam right over the dam.” 

Both the advertiser and _ this 
agency insist it was just another 
common case in advertising circles, 
of great minds “swimming” in the 
same channels—this time, overlap- 
ping into musical fields. 

Since a 225-pound black sea bass 
was caught by pole from the pier 


| 


|recently by a vacationist at the re- | 


sort, we wonder if that’s what they | 
call an “itty fitty’” down there in | 
sunny Southern California. Maybe | ¥ 
the advertising was modest eee 
all. 
NORMAN W. TOLLE, 
San Diego, Calif. 
v,vy 


Calls Fair Comment 
Outstanding Copy | 


To the Editor: The author of 
in your “Ad 
Libbing” column of July 3, who | 
visited the world’s fair, sensed its 
| magnificence and significance, and 


urged copywriters to visit the fair | 


informally so the excursion might 


|supplied hotel associations, 


MOTEL 


SLEEP OVER 
THE OCEAN 


mate t them “write a better piece of 
|copy some day,” himself has writ- 
ten a composition of no mean qual- 
ity. 

It is one of the best pieces of 
copy concerning the fair that I 
have seen. It indicates that the 
fair was a living experience for 
him, as it is with so many of us 
who at first scorned it as just a 
huge ballyhoo—and now can’t stay 
away from Flushing Meadows. 

JOSEPH B. MILGRAM, 

Advertising Manager, John F. 

Trommer, Inc., Brooklyn, N. Y. 


-— = | 
Musical Score 


Helps Promotion 

To the Editor: We have sent youa 
copy of our June 15 special edition 
including the 48 page tabloid, which 
we have called the “Land of Black- 
hawk,” and I should like to bring 
to your attention the rather unusual 
treatment of the musical score 
which ties in with our promotion 
|of Southern Wisconsin’s Blackhawk 

vacation land. 

The musical score, an original 
manuscript on Blackhawk Land, 


| was written by our program direc- 
| tor 


of WCLO, Hester Kyler, and 
was put through our small engrav- 
ing plant. We have exploited the 
music together with the news of 
the edition over the air. 

From a total of 30,000 copies we 
AAA 
bureaus and travel centers in the 
middle states south of Wisconsin 
with 15,000 copies. 

RosBert W. BLIss, 
The Gazette, Janesville, Wis. 


ADVERTISERS 
PLEASE NOTE 


Dear Sunset: I have 
several years, and I have 
last years. I often 
a pleasant evening going 
very often discover 


four 


time 


publication date. 


Guide, Philosopher. 
& Friend in over 
275 000 western 
homes 
LANE PUBLISHING Co 


SAN FRANCISCO 


SUNSET 
SOUP 


been a reader of 


something I 


Mrs. Chas, M. Easton 
18765 Strathern Street 
Reseda, 


Sunset has long been aware that its 


scriber-families depend on the Magazine long after 
Loyalty and readership such as 
-Pub. 


this make Sunset campaigns click 


Sunset for 
all copies on file for the 
get them out and spend 
through them again and 
missed the first 


California 


225,000 sub- 
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oie about which they were much better | while 648 hazarded the guess that| number buy in independent drug| they usually buy where they get 
Survey Reveals ‘informed than their fellows in other | it favors independents, 135 replied | stores. In the case of shoes, chain | the best value and service. . . One 
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lines of endeavor. No less than 168|that it makes prices higher, 76) stores secure more of the business, must conclude that while many say 
Public's Ignorance 


said that chain store competition | opined that it makes prices lower | and if department stores are added | they believe in supporting the in- 
has decreased since the law was| and 20 believed that it favors chain| the mass distributors are heavily | dependents even at greatest cost, 
Fair Trade 
on ral | 


| 


45.5% of New York 
Druggists Say Profits 
Are Higher Now 


New York, July 6.—Consumers’ 
abysmal ignorance of the existence 
of laws affecting prices which they | 
must pay for the necessities of life 
was revealed in startling fashion by 
a survey made here by Prof. Louis 
Bader, of New York University, 
and reported in the current issue of 
The Journal of Marketing. While 
this lack of information is shared 
in large part by retailers, druggists 
are an outstanding exception, 
though even their enthusiasm for 
price maintenance was found to be 
somewhat less glowing than re- 
ported by Drug Topics, which also 
has been surveying fair trade 
among drug stores. 


| passed, while only 61 found that| stores. 


such competition was more severe | The state fair trade acts are even 
than before the passage of the act. more of a mystery to the average 

Another 162 reported that the} 
sales promotion aid received since | don’t know what these legislative 
the Robinson-Patman bill became a| tidbits are. Only 379 replied that 


law is about the same as before.| they favor independents, 161 said 


since than before was averred by | believed they reduce prices, and 20 
106 druggists, while only 28 said) said they favor chains. 
that the quantity has diminished! From all of this, Prof. Bader con- 


reported: window 
druggists; counter 
store cards, 131; newspaper adver-| at large so that all may know what 
tising, 70. is going on, why, and the over-all 

Ignorant of Laws effects to be expected on the coun- 


Probably the most illuminating |” * °°°®°™Y- 
section of the survey dealt with the 
consumer’s viewpoint. While Prof. 
Bader believes that results might His queries to the consumer about 
have been somewhat different if he| buying habits elicited some other 
had substituted the “Feld-Crawford | significant information, which he 
act” for “fair trade law,” this may | interpreted as follows: 
be interpreted merely as emphasiz- “The random group of consumers 
ing that the man on the street either | was more inclined to buy foodstuffs 


Choosing Their Dealers 


doesn’t read or soon forgets news| from independent food stores and 


of legislation. Asked for an analysis| this was the case also as to drugs 


man, 1,681 saying frankly that they | 


Receipt of more sales promotion aid| that they make prices higher, 68 tor 


| cosmetics, price was the most i ol 
as a result of the law. The follow-| cluded that what is sadly needed | soo seh : ee 


ing types of promotion helps were| is an impartial body of experts to | 


According to Drug Topics, 89.07| of the Robinson-Patman act, 1,429 
per cent of the country’s independ-| replied that they never heard of it, 


and cosmetics; even if department 
stores are added, still the larger 


ent druggists are supporting fair 


| favored, slightly more than two- actually most of those interviewed 


thirds buying from such stores. |}are on the lookout for goods they 
“As a sidelight on this buying it | can buy at low prices.” 

is interesting to note the reasons | 

for favoring various types of stores., SEES PROFITS IN 

In the case of foodstuffs, location of NEW FOOD, DRUG LAW 

the store is the most important fac- 

, With price as the second most 

important, and personal attention 

third. In the cases of drugs and | 


| Swampscott, Mass., July 5.— 
| Members of the Massachusetts State 
Pharmaceutical Association, in con- 
vention here last week, were as- 


portant factor in bringing customers |sured that the ae federal food 
and drug law will mean a restora- 


into stores, with convenient location | 


displays, 201)| analyze such legislation and to re-| ...ond. and services offered by the | tion of business to the drug store. 
displays, 40;| port on a wide scale to the public | ' 


stores coming third.” | They were also urged not to con- 
The survey indicated that the | °¢™™ themselves with the labeling 
public is apathetic toward chain | Problems in connection with this 
stores, and that an important public | !@W- 
relations jobs remains to be done| The speaker taking this view 
in New York and environs. About| Was Samuel Silverman, counsel for 
two-thirds of those queried were,| the association. He declared that 
if not hostile to chains, at least in-| fair trade had proven a boon to 
different to their fate. The profes-| druggists and sharply criticized 
sor found some inconsistencies in| “chiselers.” 
the replies: | “Fair trade eliminates the chaos 
“While 451 persons said they pre- | and horrible price situations that 
ferred to buy from independents | existed before its enactment,” he 
and only 169 preferred chains as|commented. “Forego the little 
against independents, these figures| petty chiselling to save the larger 
are offset to a considerable degree picture of your industry for your 
by the fact that 1,821 reported that | own good.” 


trade ardently. Prof. Bader’s 


studies, confined to New York and} 
suburbs, indicated that only 45.5 
per cent of such retailers are mak- 
ing higher profits per unit sale, an- 
other 40 per cent reporting that 
profits per unit sale are the same 
as before the passage of the Miller- 
Tydings and Feld-Crawford acts. 
If it is assumed that this 40 per cent | 
are living in hope that they will be | 
able to duplicate the achievements 
of their colleagues in the business, | 
the Drug Topics survey may be| 
substantially correct. | 
However, Prof. Bader reported 
that 14.5 per cent of the druggists 
interviewed have found profits de- | 
clining under price maintenance | 
| laws. This segment may be the | 
“same 10 per cent who have always | 
favored predatory price-cutting and 
who still harbor the hope that fair 
trade laws can be repealed,” as re- | 
ported by Drug Topics. 


Reaction to New Prices 


Though 85.5 per cent of the deel ; 
pendent druggists responding to the | 
professor’s questions may thus be|§ 
regarded as happy or hopeful over 
the results of price maintenance, | 
leaving only 14.5 per cent in a pes- | 
simistic frame of mind, 38.6 per 
cent reported that their customers 
offer resistance to price fixed items. | 
An even higher proportion, 50 per | 
cent, agreed that sales prices are 
higher now than before the era of 
fair trade, while 27.5 per cent ex- 
press the opinion that prices are 
the same, and 22.5 per cent alleged 
that prices are lower. 

The independent drug store men | 
‘iso attribute a part of their pros- | 
perity to the Robinson-Patman act, | 


CLASSIFIED TELEPHONE DIRECTS 


; eas | Duplicating Machines. 
tie-9774 DITTO DUPLICATING MACHINES 
( 0 L L | NS srt 8033 ego, cane and Ls INE out of ten telephone subscribers throughout the coun- 
M | [LER & sat 9952 als, Pins Ribbons, try use Classified Telephone Directories for buying infor- 
it 2103 ine fer an Gemine “and mation. Surveys prove that. 
Hl UICH | N GS ‘we 368 “WHERE TO BUY THEM” When they look up the classifications of your clients’ products 
“ER a —— or services, do these prospective buyers see their brands and 
ING. "2 iar Ty Fes i808 local outlets? If not, the advertising you prepare is not getting 
eg te tee 8 S-- cae the best results. 
Pate Baa os 3o2 Me Advertisers with national and sectional distribution find that 


Pnotestat Servece 220 Post.. P . - ‘ 
this Dealer Identification Service increases sales . . . checks sub- 


AMERICAN TELEPHONE & TELEGRAPH COMPANY stitution. Many leading agencies are recommending it to effect 


TRADE MARK SERVICE DIVISION 


Pt 
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er 


PHOTO-ENGRAVERS 


IN CHICAGO an ideal dealer tie-up. 


195 Broadway, New York 
EXchange 3-9800) 


311 W. Washington St., 


Chicege (OFFicie! 9200) If you have a client with a dealer identification problem, let 


us submit a plan fitted to the exact distribution needs. 


ee : 
July 10, 1939 iis 
are 
~ 
aa Se 
- $x i; 
pe 
a 
y 
| : 
a a > | nary 
Te 
—— 
nc , 
—— a 
Bs an Fa meee: - te: eae te iat any ae 3 ae iy a ee 
es ie t tas 2 7 ,, fg a sai fe. 
ane : SS ls a 
-, i gee =" ee : Ba ma i ee “ og 7 icp} : ie ee Jace! i) : 4 ) . a r : 
vie eae i ae -_ a. i Re a, Geet sae it , 
pau ee te i ie 7 = deed : mes i ae 4 * ee Mee 3 2 " r - " 
n te : we a 2 gia Nae a a _ a, * ee ; oq = hy, 
S : ee . es me ja ba Be al Sy f 
Pe oe ety 1 i Semen. we.“ iy e “ x a nig ‘ a" Pa 
fs e : rs a Spy ae ae ee eos " ao a a ie2 as, te 
eae og ie 9 ig oir vee 7 5 — ee es: < yi 
er. ee . : ; nee} 4 a %, 9 = i . : 
ta a es eer ea - Ca aa i. eo 
| 5 a Z Ona os = 5 oo = a i _ : 7 : Meee es i 5 ys a a 
° z, ne er — +. en Ce, aa ae ae 
ig a ie nf a "aoe | | 64a ; 7 
ae on "a ‘ ; a , a ee, Aig rye oo aide” | ares -_ 
3 ree. DF side a i Fl 2 a. aa > Jam . a - 
me Gy , ; Ff ae : eee sts ice ao Me Oe ae: 
Ms ae — F ™ } hig BS “ bi fae al i” ie i eal * -~ x a , ; j - 
F a i a STaeemescty | ey oo f f sult. ar , 
; ae 4 se x a ‘ . 
; ae be * * ’ as aa yg a 
7 . Ss 4 i ae 2 + ae a “ “A Saeed eons ad 5 ss 
a ae 7 ee es SS § _ ee -— y Vis. ee Sa : cs 
°¢ a Lae - a Ra taate a. es 7. " - 4 a {ae . yy ’ 
| °. eo a . aS a * (epee ie 
: ' are at hi me ee ae a : v vag sf . * eS ’ a 
.& | Bc im) ast : mec Ae a - a 
: i = - { \ ° : a. ea na ? - : (i : 
- . ‘ — 7 : _- = H > 7 ‘ = 
ogee, < : cc ee ver e Reet, ay eo ” Pee $3 th , om ae Sg a e él ag ’ ae 
aie Uae % ater 5 s ‘G'S a a’ ee rs i be J Ma “gs +» Pei ee ne ere ; of ree 
| an. a si : ; a a -y i “iy. . _ x ; . ars: 
i e : a ae 7 ae er ¥ es ; ; - 
. , > ty ; << Z 5 - ” od a 
ae 7 ! Yt Ah ae * 
is ee teens > 5 aie ** a +” ~<a — | 
% oil os - a ny Bie . % fa ‘ ; on ’ a tte, ine oe. My oe ; 
% 7 Boag * es Pe ie . . by eo ‘42 ~ . BP & ie abe mee oe 0 ae 7 
| ee oe «i sz. é te on ~~ 2 ~ 2 
é i i ie el hy ce forse Fg |hCO—_-a- ae aati er P 
i er 9 cea 4 , ; ae ee Picea nk = ‘ee a 
i > > . e ag ~_— : 3 f < ‘ 5 ‘ ——_ e a 
- i a Sing oo 5 —————— odie’ —— - pte a , ; pus . i fe " oe r oe ) hie * - ee 
2 F a —_ -_ a — = ; ‘- ie t 
, bi ig 2 es ; 
iA é shag” Sg af Ben ky eee 4 3 2 
—— * 
= 
age 
a 
oe 
ms 
. 
| = _ a : 
2 
_" 
a ie. 
Ee 
rae 
po 4 
7 — Py 3 ' | ed ye. 5 ; . ; i 7 


ADVERTISING AGE July 10, 1939 


— 


Wit Vi | f R of the ultra-violet or Black Ray, described as a paper neon sign, with | Begins Photo Contest Mason Leaves Thompson 


hence in this case the pigments are a color range, however, which far Art Metal Works, Inc., New York, | to Join Pe -Central 
their own source of light, account- | surpasses that of neon. nn 


|\manufacturer of Ronson cigarette econ has resimned fro 
ing for the brilliant and colorful lighters, will give cash prizes George M gn m 


ars effects. . “Gl ” amounting to $50 in a series of oye ince gge “hee i ne 
aiid ap e 0 ro uce Fact Joins amour _.|monthly photographic contests en- licity and advertising for Pennsy]- 
‘a Vapor Lamp a acter William C. Stowell, advertising |titled “Library of Laughs.” Start- : 


; Pittsb 
Another factor is a new mercury | manager of Vogue for the past 15 | ing this month, three prizes will be ee ee ae of te 
Spectacular Fffect ‘lamp which has been perfected by | years, has been appointed advertis- — ~~ ew best —— Aviation Editors’ Association and 
General Electric Vapor Lamp Com-|ing manager of Glamour, new|of people laughing at the —- has also served as vice-president of 
aii It has high ultra-viol ; | movie-fashion magazine also pub-| “laughing manikin at the New the Nations! Aeronautic Associe- 

e * =— = yore ps s a tigen |lished by The Conde Nast Publica- | York World’s Fair. tian . 
eg Technique Applied | an wn ae 6 a ‘oa | tions, Inc., New York. Since leaving the Boston Evening 
to Poi f henge or cong oie mnaaguee ‘Heads Poster Group Transcript in 1935, he has been con- 
7 mn © ove or | filter or a theater blue ultra filter, Harold V. Gould, St. Catharines,| nected with several air transport 
chandising Medium —. =. = P nas = Willson to Lamb Ont., has been elected president of | companies. 


a James G. Lamb Company, Phila-|the Poster Advertising Association 
Chicago, July 5.— The develop- This filtered ray is then projecte delphia, has been appointed to|of Canada. J. R. Robertson, To- 


" Ld as 
ment of a new fluorescent salt and |by a parabolic reflector upon a sur-|handle’ the account of Willson ronto, and F. I. Ritchie, Brookville, Automotive News” Moves 


face which has been impregnated | products, Reading, Pa., manufac-|are vice-presidents; J. Lecky, To-| Automotive News, Detroit, has 
improvements rv VE ; : omen —* : ae ag opioid ” on 
ome -ntanengr ae predic we Mrmr with different colored fluorescent|turer of Willsonite sunglasses and | ronto, secretary, and A. Tilton, To-| moved to larger quarters at 2751 
. ; os inks s j ? might be] i strial goggles and respirators. | ronto, treasurer. | E. Jefferson avenue. 
create a spectacular advertising inks. The result is what g industrial gogg 2 p a 


medium to be known as the “Black | —————="—="=";*;> = — a 
Ray,” it was disclosed here last 

week. General Indoor Advertising, 
Inc.. has been organized by W.| ' 
Bigelow Ferris, who holds several 
patents on the new technique, 
which will be applied to point-of- 
purchase display. 

Oldtimers who have observed the 
new development liken the effect to 
the musical comedy days of yester- 
year when the house was darkened 
and chorus girls’ hats, gowns and 
canes suddenly became gloriously 
illuminated. In similar fashion, 
General Indoor Advertising expects 
to take four-color advertisements 
or packages and add new lustre to 
them at the point of sale. 

The vehicle will be a specially 
designed display stand which the 
sponsor expects to place in drug 
and grocery stores, hotel lobbies 
and travel terminals in selected 
markets throughout the country. 
The display will be sold to adver- 
tisers on a non-competitive basis 
for 13-week periods. Changes in 
copy will be permitted bi-weekly. | 
Locations will be serviced by oa 
American News Company. 


Qut of today’s most intfe 


method comes COM 


Ses not far from our New York editorial offi 


to the Jones kitchen on Main Street...only a st 


| 
In Lithographic Inks | 
Mr. Ferris explained that the 
Black Ray system involves the use 
of a fluorescent salt that has been 
broken down into eight different 
colors and successfully incorporated | 
into lithographing inks. Continental | 
Lithographing Company, Cleveland, 
will impregnate the advertisements 
with the inks and each piece of 
copy will go through a special press 
14 times so that when placed under | 
the Black Ray it will assume new 
life and color. Each merchandising 
stand will carry four illuminated 
panels, 1012 by 13%4 inches in size, | 
with an illuminated streamer 6x24 


. ° ' 
from our writers to the women they write for! 


Companion readers are as close to Companio 


editors as the people next door. Fact is, we kno 


a lot more about them than their neighbors d 


Regularly, 2,000 Companion Reader- Edito 


report to us on their most intimate and person 


ox The technical explanation of the problems. An alert staff answers these express 
= - + | eter gsr ade set forth by | needs in friendly, informative Companion artic! 
oi e _ All nee gaell r Composed ot in- on home management and home improvemen! 
finitesimal particles, known to So) 
ai scientists, according to type, as 


electrons or atoms. Electrons ro- 
‘ tate about a central nucleus in| 
“a definite orbits, but in the case of | 

some materials, may be forced from 


(— 


Pryce) broadcast friendly buying suggestions 
regularly to a vast PLUS audience. They also 
tie in at important department stores and food 
chains with concurrent point-of-sale displays 
featuring Companion-advertised products. 


= ‘ their normal path. Utra - violet From 37 radio stations coast-to-coast Com 
ae radiation is one method of defiect- " 

aie ing electrons from their usual panion shoppers (Jean Abbey and Carolyn 
al course. 


Energy from Electrons 


The action of the nucleus is to 
retain these outer electrons in thei: 
normal paths, and when such elec- 
trons do resume this path, they give 


up the energy imparted to them by 
the ultra-violet or “Black Ray.” \Q 
This energy usually appears as a 

vs f visible radiation or light Because 


of a difference in the normal orbits 
of electrons found in fluorescent | 
material or salts, different colors 
are produced when exposed to this 
Tay 


‘ " > + < bed e P ) ’ 
2 WOMAN'S HOME  —_ 
‘ The color of the light. or the a 

ye tet wave length of the radiation pro- 

duced, is dependent upon the differ- 

Lh, Age ence between the electrons’ normal 
wee 

: State and that when jarred or ex- 


cited by the ultra-violet ray. These rf MERCER 


two energy levels are well known 


to scientists _— — 
In the past, color ha beer e- Ye TOES : aa 
ured by the subtract method : 
a For iustence, white light is thrown CREATING DEMAND by editing to women’s needs CLINCHING SALES with o consistent progr” 
” on a surface and the red pigments os expressed by 2,000 representative Reoder-Editors. nation-wide merchandising. 
’ absorb almost all the light except 
ly Ah EL LARGER CIRCULATION THAN ANY OTHER WOMAN'S MAGAZINE — 3,109.5 
blue With fluorescent pie ent 
ne ce rec Olo! a niy nose 
{ ‘ t | a ec t ft a’ 
: > F : . , 
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INION SELLING | 
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of nvside, Idea-selling plus brand-selling! 
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Earnings of 
Advertisers 


Brown-Forman Distillery 


Net income for the fiscal year 
ended April 30 amounted to $75,552, 
against net loss of $33,263 for the 
previous fiscal year. 
$6,170,556, compared with $6,485,- 
016 in the preceding year. 


Caterpillar Tractor 

For five months ended May 31, 
net profit amounted to $1,835,942, 
against $1,577,129 for the first five 
months of 1938, a gain of 16.41 per 


the flick of an eyelash to the 


r- Only the Companion bases its editorial policy 
such intimate knowledge of 
readers. Only the Companion 
lows through as vigorously at 
point of sale. And only 
mpanion Selling starts as early 


this, keeps working as hard as 


is made. 


Sales totaled | 


919.394, against $20,305,096 in 1938, 24,000,000 Drive 
an increase of 26.66 per cent. Contemplated by 
M ite C ati 

For 12 weeks ended June 3, net) OwWnsend Clubs 
profit was $258,380, compared with | 


$246,685 for the same period ended 
| June 4, 1938, a rise of 4.74 per cent. 


Indianapolis, July 5. — Followers 
of Dr. Francis E. Townsend and his 
plan for old-age pensions 
tributed $3,523 


Firestone Tire & Rubber 
Report shows net profit of $2,- 
851,538 for six months _ended April | advertising fund. 
30. This is a gain of 15.36 per cent) Addressing the national conven- 
over net profit of $2,429,738 for the | tion of Townsend Clubs, Dr. Town- 
| corresponding period in 1938. send declared national broadcasts to 
ee | be vitally important to carry the 
A en Changes Name | word to the ears of all America. 
os Adoutiaie: Boston. has | He also suggested that national dues 
changed its name to Ingalls-Miniter | be increased from 25 cents annu- 
| Company. ally to $3.65 in order to raise the 


AARON AAAR Ne A oo 


| 


advertising 


Schoenewald Advanced 
con- | 
here last week to | 
start a projected $1,000,000 annual | 


necessary campaign funds. 

More than 12,000 heard him 
speak for the cause, and the collec- 
tion was taken as the assemblage 
swung into a mass chorus of “Glory, | 
Glory, Hallelujah.” 


HEADS AD CLUB 


L. C. Schoenewald has been ap-| 
pointed general sales manager of 
Encyclopaedia Britannica, Inc., Chi- 
cago. For the past six years he 
has been New York sales manager. 


ANA Adds Goodall 


Goodall Company, Cincinnati, has | 
been elected to membership in the 
Association of National Advertis- | 
Elmer Ward, president, will | 


ers. 


| represent the company. 


C. C. Conner, assistant advertising man- 

| ager of the Aluminum Company of 

America, has been elected president of 

the Pittsburgh Advertising Club for the 
ensuing year. 


Vote $462,500 fo 
(1940 Promotion of 
Los Angeles Area 


| Los Angeles, July 5.—Los An- 
geles county will spend $462,500 in 
| advertising the attractions of this 
area during 1940, it was learned 
here today, following appropriation 
of that sum by the board of su- 
pervisors for the county. 

The Chamber of Commerce and 
the All-Year Club will each receive 
$220,000 of the total sum: the 
\Junior Chamber of Commerce 
$15,000; the Symphony Under the 
Stars at Hollywood Bowl, $6,500, 
and the Christmas Tree Lane of 
_Altadena, $1,000. 

Rogers Jessup, chairman of the 
board of supervisors, in announcing 
the appropriation, emphasized the 
necessity of continuing the promo- 
tion which has made Southern Cal- 
ifornia the nation’s second most 
profitable tourist resort. 

“Its stake in the tourist indus- 
try is tremendous,” Mr. Jessup com- 
mented. “A half billion dollars’ 
capital investment, the jobs and 
livelihoods of nearly 150,000 per- 
sons and a yearly income of 194 
million dollars all depend upon con- 
tinuing the annual flow of 1,600,000 
visitors from other states.” 


FTC Issues Complaint 
Against Wahl Company 


The Federal Trade Commission 
has issued a complaint against The 
Wahl Company, Chicago, regard- 
ing copy claims that ink can- 
not leak from its Eversharp foun- 
tain pen equipped with a “safety 
ink shut-off” device, when the pen 
is uncapped and the pen point ex- 
posed, that ink cannot leak from 
the pen into the cap when it is 
screwed tightly over the pen point 
and that this pen possesses more 
than twice as much ink capacity as 
competing fountain pens. 


Eight Name Heintz 


Heintz, Pickering & Co., Los An- 
geles, has been appointed to handle 
the advertising of the following 
companies: Pomona Pump Com- 
pany, Pomona, Calif.; Earle P. 
Halliburton, Inc., luggage; Johnson, 
Carvel & Murphy, distributor of 
Kellogg’s ant powder; Olden’s Min- 
erals; General Communication 
Products, Inc., office equipment; 
|Caleraft Knitting Mills; McClosky 
' Varnish Company of the West, and 
Hollywood Cemetery Association. 


Comtois Shifts 


Frank Comtois, formerly adver- 
tising manager of Scribner’s maga- 
zine, has become a member of the 
sales staff of Liquor Publications, 
Inc., New York, publisher of three 
business papers in the wine and 
liquor field. 


Georgia Group to Meet 
Georgia Daily Advertising Man- 
agers Association will hold a con- 
ference in Savannah July 10. Max 
Nussbaum, of Moultrie, is president. 
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SHEDS NEW LIGHT ON AN OLD PROBLEM | 
F msbaationiod — INCOME SPENT FOR HOMES AND AUTOMOBILES 
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An interesting comparison between the trend in automobile sales and home 
building was presented before the Temporary National Economic Committee by 
Robert L. Davison, director of Housing Research for the John B. Pierce Founda- 


tion, New York. 


the motor industry emerged from the 
lagged. 


Doernbecher Will 
Continue First 
National Campaign 


Portland, Ore., July 5.—Doern- 
becher Mfg. Company joined the 
ranks of national furniture adver- 
tisers today in disclosing plans to 
continue a campaign that represents 
considerable expansion of its previ- 
ous efforts. 

Earlier moves made 
pany toward 
tribution were 
TISING AGE 


achieving wider dis- 


reported in ADVER- 
last year. 


by this com- | 
‘ern distribution 
At that time, | 
| terial, 
| ter Bedrooms,” 
drive. 


| New 
| vice-presidents of the company. 


IMPERVO 


High priced automobile sales have, over a period of years, 
followed the same path as home building. 


However, Mr. Davison pointed out, 
depression, while the construction field 


The reason he advanced was that the former had low-priced units to 
bolster its position, while the latter did not. 
need for more aggressive merchandising of a lower- priced home praeaet. 


He consequently emphasized the 


| Doernbecher conducted a “Better 
| Bedrooms Week” in cooperation | 
with Pacific Coast dealers, using | 
|quarter pages in 100 newspapers. | 
Color copy in these papers plus a 
\full page in the Coast edition of The | 


|American Weekly was used this 
spring. 
The company today announced 


that its national drive, which began | 
this month in The Saturday Eve- 
ning Post, would be continued, 
with one insertion per month sched- 
uled for July and August in that 
magazine. With this campaign, East- 
is also being in- 
creased. 

A full complement of dealer ma- 
including a magazine, “Bet- | 
ties in with the | 
Joseph R. Gerber Company, | 
Portland, is the agency in charge. 
Johnson Promotes Two 

R. Kingsland Hay, advertising 
manager, and Graham T. Johnston, | 
assistant to the president, of Rob- | 
ert L. Johnson Magazines, Inc 
York, have been appointed | 


yma WEATHERPROOF PROCESS FOR CARDBOARD OVTDOOR DisPLAe | _& 


Season alter season. 


signs make their brilliant 


greatest display window the 


lime after time. this exclusive 


IMPERVO lithographed 


appearance 


cardboard 


before the world’s 


great outdoors! 


Arvey process proves its long- 


lasting. sales-winning value-outside where everybody sees it! 


W rite today for parade of evidence. information.and samples. 


Impervo weatherproofed displays can be 
secured through your own lithographer 


WORLD'S LARGEST MOUNTERS AND FINISHERS 


ARVEY CORPORATION 


CARDBOARD OUTBOOR 


3462 NORTH KIMBALL AVENUE, CHICAGO, 


300 COMMUNIPAW 


AVENUE, JERSEY CITY, NEW 


0UTDOO 
De Si 


SPIisrFiaA ¥ D 


ILLINOIS 
JERSEY 


——< 


Getting F Personal 


The distinction of being the New York World’s Fair’s best cus- 
tomer belongs to James S. Anderson, N. Y. advertising representative 
for Southern Pacific Lines. During the first 63 days of operation of 
the Flushing Fantasy, the enthusiastic Mr. Anderson made 70 visits, 
one every day and doubling up seven days. What’s more, he pays 
every time he passes a turnstile. . . 

Kenneth Collins, assistant to the general mgr., New York Times, 
acquired a wife the other day. He had two best men in his sup- 
porting cast; William H. Howard, execu- 
tive v. p. and advertising director, R. 
H. Macy & Co., and William E. Robinson, 
advertising director, N. Y. Herald 
Tribune. 

Rumor has it that Lee Bristol, \ 
Bristol-Myers Company, attracted movie 
offers by his successful appearance on 
the Fred Allen season’s finale. No “mike 
fright” bothered Lee, for he had pre- 
viously had two air dates on the “If I 
Had a Chance” show. 

In recognition of 25 years of service 
with Johns-Manville Corporation, Lau- 
rence C. Hart, general s. m., was inducted 
into the J-M Quarter Century Club ata 
dinner given by 100 associates. L. R. 
Hoff, president, and P. A. Andrews, v. p., 
bestowed the honor. 

Guy Richards, magazine space buyer 
at Compton agency, is on the final leg of 
his four-week vacation. Thomas D. 
Mathes, account executive of J. M. 
Mathes, and nephew of the agency’s boss 
and founder, is honeymooning after his 
marriage in Toronto. . . Robert Davies, Oblivion,” is being published 
N. Y. radio rep. with Geo. P. Hollingbery adi E. P. Dutton. 
Company, has a baby son... ae - <monsen 

Edward B. Austin, v. p., Thomas Routes & Co., is the new 
head of Pharmaceutical Advertising Directors Club. Other officers 
are Edward A. H. King, Crookes Laboratories, Inc., v. p.; E. Wallace 
Bobst, Hoffman-LaRoche, secretary; and Dr. Robert E. Spline, Bristol- 
Myers Company, treasurer... . 

C. S. (Charley) Baur, business and a. m., Iron Age, and one of 
the best known admen in the business paper field, underwent an 
emergency appendectomy. Latest reports from his hospital bed 
indicated that he is recovering nicely. . . 

Memories of two deceased advertising leaders were revived in 
Gotham last week. The Boy Scouts paid tribute to Barron Collier, 
the late car card king who was chairman of the national executive 
board of BSA, and interscholastic golfers vied for the Frank Presbrey 
trophy. The former agency executive and historian of advertising 
had the cup made by melting up gold trophies he had won... 

Francis W. Hatch, v. p. and New England manager of BBDO, 
succeeds the late Mr. Collier as chairman of the national committee 
on public relations of the Boy Scouts of America... . 

Weary of accepting the boundless hospitality of space salesmen, 
Arthur L. Thexton, vice-president in charge of sales and advertising, 
Clopay Corporation, Cincinnati, staged what he dubbed a ‘man bites 
dog” golf tournament at Highland Golf Club, Ft. Thomas, Ky., June 
29. Nineteen publication men from various parts of the country 
were beneficiaries of Mr. Thexton’s entertainment. “Rube” Mark- 
ward, of the Chicago office of Life, won the prize for low gross with 
a 76, but there were souvenirs for all of the boys... 

George M. Burbach, advertising manager of the St. Louis Post- 
Dispatch, will sail on a South American cruise July 14 on the S. S. 
Uruguay. .. It was just 25 years ago that Elmer E. Flagler, Western 
manager for the New York News, accepted his first job—in the classi- 
fied department of the Chicago Tribune... 

Dolly Whitehead, of J. M. Mathes, will be kept busy during the 
ensuing year as public relations chairman of the Advertising Women 
of New York... 

Myron C. Zobel, president of Graduate Group, Inc., is the proud 
owner of the first privately-owned trailer equipped with television. 
The trailer is hauled by a light tractor, and was built at Zobel’s own 
specifications at a complete cost of $17,500. It sleeps four people, has 
its own water system, and contains a completely equipped amateur 
radio station... 

Walter G. Preston, Jr., Yale °25 and asst. to John Royal, 
v.p., has been elected to the Yale Alumni Board. . . Louis W. Munro, 
v.p., Doremus & Co., Boston, heads the alumni assn. of Harvard Bus. 
School. . . A. W. Lewin, Newark agency head, attended his 15th an- 
nual Harvard Class reunion at Cambridge. . . 

Don’t call on any Dodge truck men for a week or so because they 
won’t be home. Three separate safaris left the home grounds last 
week, headed by Frank Timmens, g.s.m.; Tom Moss, truck sales direc- 
tor, and Don Stanton, director of sales, on tours which will take them 
to all key cities for dealer conferences. . . 

H. K. Shigeta, of Shigeta-Wright, Chicago photographic illustrator, 
is proud possessor of a bronze medal sent to him by the Tenth Inter- 
national Salon of Photographic Art of Brussels. . . 

First woman to hold such a position in the territory of Hawaii is 
Bonnie Queen O’Connor, who is new a.m. of American Brewing Com- 
pany in Honolulu. . . Station WLS, Chicago, is playing host to Arizona 
Network officials Jack Williams, program director, and Gordon 
Wiggins, sales staff. . . 

Edwin J. Kiest, publisher of the Dallas Times-Herald, was signally 
honored when one of the new dormitories at Texas A. & M., College 
was named in his honor. He’s a director of the college. . . 

The occasion of a double birthday at Station WWL, New Orleans, 
was marked by a luncheon honoring Paul Beville, sales manager, 
and A. J. Cummings, auditor. Vincent F. Callahan, general manager, 
did the arranging. . . 

Benj. Getzoff, of Pihl & Straub & Getzoff, Chicago sales promo- 
tion agency, is new president of the Reserve Officers 
partment of Illinois. He’s a lieutenant-colonel in the infantry reserve 
section of the army... 

Bob Taylor, Yankee Network promotion dept., set sail June 7 from 
Gloucester, Mass., bound for Bermuda. He’s one of the amateur sail- 
ors making up the crew of the schooner Yankee. . . Thomas W. Cle- 
worth, account executive of Hooker Advertising Agency, and Jackson 
Selsor, J. Walter Thompson Company, Chicago, will spend this month 
erving on the Cook County grand jury 


TURNS NOVELIST 


David Goodis, 


copywriter of Harry Feigen- 


22 - year - old 


baum Agency, Philadelphia, 
whose novel, “Retreat from 


NBC 


Association, de- 


| Agency Network 


Fixes Cost Scale 
for Co-op Service 


St. Louis, July 6.—Members of 
the National Advertising Agency 


| Network have established a stand- 


ard scale of rates for cooperative 


| work done within the network, it 


was announced here this week. The 


| Tate scale includes member agen- 
| cies’ services for one another in re- 


| 


search, market analysis, product 
| dev elopment, marketing operations, 


advertising planning and produc- 


tion, management counsel and pub- 


‘lic relations. 


Rates for these services, involv- 
ing time and effort of executive 
or semi-executive personnel, are to 
be figured on a time basis, com- 
puted by dividing the annual sal- 
ary of the person or persons in- 
volved by 2,000 to determine a base 
rate per hour. 

This base rate is then multiplied 
by three, an addition of 200 per 
cent overhead, to find the net pro- 
duction cost per hour. The gross 
rate is then determined by adding 
whatever mark-up the agency feels 
is justified, for profit. 

Thus a man earning $100 per 
week would have a base rate of 
$2.60 per hour, a net production 
cost of $7.80. With a normal mark- 


up of 25 per cent, this emerges as 


a gross rate of $9.75 per hour. 


Decline of 3.8% 
‘Reported for May 
Rotogravure Total 


New York, July 5.—Rotogravure 


|linage totaled 1,052,305 in May as 


|compared with 


|ported today. 


| 
| 


|3.8 per 
|the five Sundays in the month last 


1,094,369 last year, 
Kimberly-Clark Corporation — re- 
This is a decline of 
cent, attributed in part to 


| year instead of four as in 1939. 


| 


| 


| roto 


National rotogravure scored a 
gain of 12.2 per cent for the month, 
the current total being 680,738 as 
compared with 606,283 in 1938. 

Local rotogravure declined 23.8 
per cent, with 371,567 lines being 
reported, as compared with the 1938 
total of 488,086. Of the total, color 
accounted for 141,596 lines, 
with 910,709 in monotone. 


| Getchell Adds Two 


| charge of 


Harold J. Rudolph, ‘formerly in 
marketing res: h for 


Colgate-Palmolive - Peet C 


pany, 
Jersey City, and Joseph L. Gale, 
formerly with Facts, Inc., New 


York, have joined the research de- 
partment of J. Stirling Getchell, 
New York. Mr. Rudolph has been 
appointed director of copy research, 
and Mr. Gale, production manager. 


Peck Joins Agency 

Robert W. Peck has resigned as 
advertising manager of Gondolier 
Magazine, Miami Beach, Fla., to 
join Parsons, Dorr & Hume, Miami 


Beach, as account executive. 


5,000 Barrels 
Of Flour Daily 


One of Omaha's important in- 


come sources is its flour output 
—5,000 barrels daily. 


This is one more concrete fact 
that helps steady the occupa- 
tional and income balance in the 
$454,000,000.00 Nebraska-South- 
western lowa market — covered 
effectively and economically by 


me 


O MA H A 


World-Herald 


Netional Representatives: O'More & Ormsbee in 
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Coming 
Conventions 


17-19. Annual convention, 
Trade Association of Advertising 
Distributors, Benjamin Franklin 
Hotel, Philadelphia. 

Aug. 22-24. National Sign As- 
eociation convention, and Interna- 
tional Sign Exposition, Hotel Stev- 
ens, Chicago. 

Sept. 11-14. Annual convention, 
Financial Advertisers Association, 
Royal York Hotel, Toronto. 

Sept. 13-16. Annual convention, 
Association of National Advertisers, 
The Homestead, Hot Springs, Va. 

Sept. 20-22. Annual conference, 
National Industrial Advertisers As- 
sociation, Hotel New Yorker, New 
York. 

Sept. 27-29. Annual convention, 
Direct Mail Advertising Associa- 
tion, Roosevelt Hotel, New York. 

Oct. 1-4. Annual meeting, Mail 
Advertising Service Association, 
Hotel Astor, New York. 

Oct. 2-3. Boston Conference on 
Distribution, Hotel Statler, Boston. 

Oct. 19-20. Annual convention, 
Audit Bureau of Circulations, Hote] 
Stevens, Chicago. 


July 


State Advertising 
to Be Continued 
by Pennsylvania 


Pittsburgh, July 5.—A_ change 
in the setup of the administration 
of Pennsylvania’s industrial and 
tourist campaigns will have little 
effect upon continuance of the pro- 
gram, it was announced here by 
Secretary of Commerce Richard P. 
Brown. 

Mr. Brown’s newly created de- 
partment succeeds the former state 
publicity association which was al- 
lowed to lapse by the present ad- 
ministration. 

Mr. Brown did not reveal the 
actual budget figure but said it 
totaled several hundred thousand 
dollars for a two-year period end- 
ing May 31, 1941. Research is under 
way for future copy material in 
both tourist and industrial types of 
advertising. 

The campaign is expected to make 
use of all major media and to be 
augmented by personal solicitation 
on the part of staff members of the 
commerce department. 


Verst Appoints 


Verst Publishing Company, Chi- 
cago, publisher of Wholesale Grocer 
News and Successful Grocer, has 
appointed Gerard Velthaus Asso- 
ciates, New York, as representative. 
Joseph Gruver, Philadelphia, has 
been named _ representative for 
Pennsylvania, Southern New Jer- 
sey and Delaware. 


To Connaughton & Byrne 


Connaughton & Byrne, New York, 
has been appointed national adver- 
Using representative of the Ad- 
‘ance-News, Ogdensburg, N. Y. 


Fore... 


hinest vacation ever 
the famous 


Buckwood Inn 


come 


AND 
Shawnee Sunt 
2 Hours from 
New York or Philadelphia 


® OUTDOOR SWIMMING POOL 
° ‘NEST GOLF COURSE IN THE 


ATING AND FISHING 
ROOM HOSTELRY 
-EPTIONAL CUISINE 
‘CING NIGHTLY IN GRILL 
‘ERICAN & EUROPEAN PLANS 
USIVE CLIENTELE 


‘end for Booklet and Rates 


SHAWNEE-ON-DELAWARE 
PENNSYLVANIA 


| 


Jewelry to Wald 


has been appointed to handle the | used. 


NEW DEVELOPMENT OFFERS DURABILITY 
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Willard copy announ 


| Novelty 
#}- a 
S. Wald Advertising, New York, | Newspapers and magazines will be 


‘Safety-Fill’ Is 
Top Copy Feature 
in Willard Drive 


Toledo, July 5.—Willard Storage 
Battery Company will launch one 
of the largest campaigns in its his- 
tory to publicize a new battery de- 
velopment called “Safety-Fill,” it 
was announced this week. 

The new battery will be featured 
as one that “never drinks too much” 
in copy to appear in national, farm 
and trade magazines. The “Safety- 
Fill” construction limits the amount 
of water which the battery can 
hold and thus prevents the solu- 
tion from spilling out or spraying 
over wiring, cables and motor parts. 
Its development has been made 
necessary because of the present 
trend toward “under the hood” in- 
stallations as opposed to earlier 
years when batteries were placed 


lard will utilize a transparent model 
of the new battery on a display 
permitting the prospect to see for 
himself just how the new develop- 
ment automatically determines the 
amount of water to be added. 
Opening gun in the campaign is 
a page spread in The Saturday Eve- 
ning Post. Other announcement 
copy will appear in American, Col- 
lier’s, Life, Popular Mechanics, Pop- 
ular Science and an extensive list 
of farm magazines. Meldrum & 
Fewsmith, Inc., is the agency. 


Ebel Joins Agency 

Edwin W. Ebel, formerly with 
The American Weekly, New York, 
and previously with Calkins & Hol- 
den, New York, has joined Tracy- 
Locke-Dawson, New York, as head 
of the marketing and merchandis- 
ing department. 


To Radio Attractions 


The basic “rules” of advertising still hold true 
... but today the important factor 
is talent that knows how to apply them 


LORD & THOMAS has pioneered many principles which 
are now part of the laws of successful advertising. 

Such principles as “Find the Reason-Why,”’ ‘‘Lift It To the 
Top,” ‘‘Dramatize the Central Idea’’. . . ‘‘Salesmanship in 
Print’’. . . and ‘*Make It Sing”’ are now widely accepted. 


Anybody can read the rules of success. Today the question is: 
“HOW to apply them.”’ 


And ‘‘How’’ ts solely a matter of fa/ent! Talent with creative 
ability. .. with experience. . . and with judgment! 


The essential ingredient that Lord & Thomas has for sale is an 
abundance of talent that ‘‘knows how.”’ 


Its quality can swiftly be demonstrated by a review of the results 
that have been achieved for the clients of this agency. 


Company, New York. Edwin R. Maize, Jr., has joined 
under seats or floorboards. . |Radio Attractions, New York, as 
| For point-of-sale promotion, Wil-| Southern district manager. 

tf 
—. 


7 ' 


' 
The Pepsodent Show with 


BOB HOPE 


1 l j | 1 l 


| r takes plenty of knowing how to 
builda successful radio show from scratch 
Today Bob Hope is radio's latest 
Laugh King. Lord & Thomas early rec- 
ognized that this newcomer “‘ had it."* 
We worked with him for almost a year 
-_ in guest appearances- on various types 
of programs. Then we put on the Pepso- 
dent Show with Bob Hope. 
The Pepsodent audience grew and 
grew. In cight months this show was in 
fourth place among al! half-hour evening 


programs in one well-known audience 
survey...third place in another. Indices 
show that sales (the om/y reason for any 
sponsored radio show) are out ahead of 
the industry. 

People envy Hope's luck. Sponsors 
dream of a ‘‘break’’ like that—of turn- 
ing a new show into a smash hit almost 
overnight 
dent 


But it wasn’t luck or acci- 
It was having an organization with 
talent that can recognize ability, and 
develop it—talent that énows how. 


LORD © THOMAS C4keertising 
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Tingling Radio Far 
Held Parental, Not 


Juvenile Problem 
Child Expert Calls 


Programs ''Psychologi- 
cally Sound" 


New 
juvenile 


York, July 5.—Sponsors of 
radio programs who are 


| tenes was largely 


|only the opinion of the 


| 


anxious to appease parental dislike | 


of blood and thunder drama and at 
the same time 
tening audiences 
problems by selling parents the 
psychological soundness of such 
programs, according to Sabra Hol- 
brook, executive director, Youth- 
builders, Inc., which has been ex- 
perimenting with different types of 
children’s radio shows. 

Miss Holbrook told ADVERTISING 
Ace today that a survey recently 
conducted by her organization 
among 3,000 juveniles revealed that 
the harm done to children by the 
portrayal of wholesale _ shooting, 
cliff-edge suspense and the use of 


retain youthful lis- | 
can solve their| ™ 


in the mind of 
she said, is not 
youngsters | 
but the view of many leading child | 
| psychologists and educators as well. | 


the parent. This, 


Calls Action Imperative 


“The real danger in the situa- 
tion,’ Miss Holbrook declared, “is 
that unless the problem is amelior- 
ated, millions of women will throw 
the weight of their voting influence 
behind government control of 
radio.” Indicative of this threat, 
Miss Holbrook pointed out, are the | 
numerous mass meetings which} 
women’s clubs have recently held 
on the subject. 

“Some advertisers, such as the 
makers of Ovaltine, who sponsor | 
the ‘Little Orphan Annie’ program, | 

make a practice of having a child) 
psychologist attend all plot meet | 
ings where scripts are built. Such | 
procedure, if known to the mother, 
gives her a sense of security about | 
the program to which her child is | 
listening.” | 

Several women’s groups, she said, 
have attempted to work out an 
“ideal” program, but such shows, | 
robbed of their appealing elements, | 
have proved flops because no audi- 


Human interest appeal helps Pepto-Bismo! get across its story effectively. 


NEXT TIME “JOHNNY WILL KNOW BETTER 


Created and produced by Einson-Freeman. 


ence would listen or advertiser | 
sponsor them. | mental effect of hair-curling drama 
In regard to the supposedly detri- | on children, Miss Holbrook further 


CHARTING THE COURSE 


Perfect reproduction is the goal we strive for here at 


Wallace-Miller. Perfect printing plates will result only when tone values 


of the original copy are faithfully reproduced in metal. 


Years of experience and adequate equipment make our 


.. we are alwaysin.. 


PHOTO-ENGRAVERS OF EVERY KNOWN TYPE 


plant the logical choice for your next important job. Phone Superior 7440 


. day and night. 


WALLACE-WILLER COMPANY 
[66 W. Superior Street 


Cc oH I 


CcAGO, | tt twnod s 


OF PRINTING PLATE 


| said, 


concerning listening habits of chil- 


/est popularity 


| “Gang Busters” 


cited the view that present day 
child dramas are no more eerie than | 
the “Little Red Riding Hood” and 
“Jack and the Beanstalk” tales of | 
their forefathers. | 

“In cases where children have | 
been upset by radio programs,” she | 
“it has usually been found 
that the fault lies within the child, 
or in some disturbing home condi- 
tion which may be aroused by as- 
sociation with some situation in the 
story. 

“Instead of being harmful, gang- 
ster and other violent dramas have 
the good psychological effect of 
diverting anti-social tendencies in 
children, which might otherwise 
find more harmful outlets. 


May Demand Substitute 


“The reduction of juvenile pro- 
grams, in many cases, has had the 
effect of causing Mary-Ann and 
Jimmy to find much of their radio 
drama in lurid tales of adult jeal- 
ousy and passion—tales which can 
exert a more deadly influence on 
their outlook and development than 


typical juvenile adventure pro- 
grams.” 
An interesting sidelight was un- 


covered by Youthbuilders’ survey 
dren according to age groups. The 
organization found that the “Little 
Orphan Annie”—‘Jack Armstrong” 
type of program achieves its high- 
among children of 
ten years and under, while the lis- 
tening habits of older children veer 
toward evening programs. News- 
casts, sport broadcasts, comedy | 
shows, and information programs | 
of the “Hobby Lobby” and quiz 
types are favored by group between 
10 and 15. The “Lone Ranger” and | 
are the most popu- 


| lar programs with all age groups. 


| 


Miss Holbrook believes that one 


the spirited adventure script, and 


| one which should appeal to mothers 


| 


is Well, is the informal program in 
which children themselves take} 
part, discussing questions or issues 


suggested by the radio audience. 


Greist in New Post 

E. Harold Greist has joined Mos- 
er & Cotins, New York. 
formerly vice-president in charge | 
of the New York office of Gardner 
Advertising Company. 


| panion. 
| . . 
9f the most worthy substitutes for | 


Report Ford Copy 


on New Tractor 
Due in 90 Days 


Detroit, July , Motor 
Company has started production of 
its new, light weight tractor, re- 
| cently “previewed” by the press, 
| and expects to commence advertis- 
ing within 90 days, it was an- 
nounced here this week. 

Sales and distribution will be un- 
der the direction of Ferguson-Sher- 
man Mfg. Corporation, of Dearborn, 
and an entirely independent dis- 
tributing organization is being set 
up. Established farm implement 
dealers, rather than Ford dealers, 
will sell the tractor. Ford dealers 
will be permitted to handle the 
tractor only when they can show 
sufficient organization and capital 
for the combined job. Some 25 of 
the implement dealers have already 
been signed, it was reported. 

Advertising will be released when 
production attains a volume basis. 
The agency has not yet been offi- 
cially appointed, although N. W. 
Ayer —the agency handling Ford 
car advertising—has been assisting 
with initial publicity. 


Magazines Added to 
Ritz Cracker Drive 


Augmenting its newspaper and 
outdoor campaign on Ritz crackers, 
National Biscuit Company, New 
York, has scheduled color advertis- 
ing in eight magazines for the re- 
mainder of the year. 

The schedule includes Collier’s 
|Country Gentleman, Good House- 
keeping, Ladies’ Home _ Journal, 
Life, McCall’s, The Saturday Eve- 
ning Post and Woman’s Home Com- 
McCann - Erickson, New 
York, is the agency. 


Trust Company to Grant 


New Rochelle Trust Company, 
New York, has appointed Grant & 
Wadsworth and Casmir, New York 
to handle its account. Newspapers 
and direct mail will be used. 


To Distribute “Verve” 


Verve, French review of art, for- 


He waS\merly represented in America by 


Esquire- Coronet, will be distributed 
in the United States by Jeannette 
Rocart, New York. 


| FOR NEEDED COVERAGE IN 


THE SMALL TOWN MARKET 
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The Market Data Book number 
of Industrial Marketing. the only 
publication that contains complete 
market and media information for 
business paper space buyers. is the 
one “promotional must™ for busi- 
ness papers. Plan now to be 
adequately represented in the 1940 
issue. to be published October 25. 
1939. Industrial Marketing. 100 
E. Ohio St... Chicago: 330 W. 42nd 
Si.. New York. 
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Milk Month Drive 
Spurs Hope for ‘40 


National Campaign 


New Appeals Must Be 
Found, Agency Execu- 
tive Tells Council 


Chicago, July 6.—The outstand- 
ing success of the Dairy Month pro- 
motion held during June has in- 
spired much 
comment from 
industry mem- 
bers toward a 
longer range 
program next 
year, Milton 
Hult, president 
of the National 
Dairy Council, 
reported today. 

Mr. Hult said 
that while figures 
were not yet 
available on this 


Theodore Jardine 
year’s drive, per- 


centage gains are expected to 
above 1938, due in part to 
greater number of cooperating or- 


ganizations this year. Other spon- 


sors of the month included the Na- | 


tional Cooperative Milk Producers’ 


Federation, Milk Industry Founda- | consumer. 


tion, International Association of 
Ice Cream Manufacturers, National | 
Cheese Institute, American Butter 


Institute and the International As- Mr. Jardine 
| lem confronting the milk industry 


Milk 
groups 


sociation of 
chain store 
support. 

A national advertising campaign 
for the dairy industry has been in 
the air for some time, Mr. 


Dealers. Many 
also lent their 


ing sought in four states: Iowa, 
Wisconsin, Minnesota and Washing- 


ton. Various organizations in the 
field are considering such a _ pro- 
gram with intensified interest and 


the Dairy Council itself, during its 
recent summer conference, listened 


4 


a 
SW ™ heat fend / 


; 1y 


oF /oven / 


200.000 


' a 
lel uth Worey to oe 


|he commented, “that has received 
| as 
jangle as 


—|a quart. 


dine 


be | , 
the | emphasized 


Hult | 
commented, and funds are now be- | 


to an address on the value of co- 
operative advertising. This speaker 
was Theodore P. Jardine, an execu- 
tive of J. Walter Thompson Com- 
pany. 
Urges New Sales Idea 
Outlining results of several suc- 
cessful cooperative campaigns in 
the food field, Mr. Jardine empha- 
sized that the dairy industry like- | 
wise may expect to achieve similar | 
gains if its products are presented | 
to the consumer in terms of ideas, | 
“ideas that will relate products ob- | 
jectively to the things that people 


want.” | 
It is not enough, he remarked, | 
merely to urge people to drink 


more milk or to tell them that milk 
is good for health. 
“IT know of no 


other product,” 


wide publicity on the health 
has milk. The medical 
profession urges that adults con- 
sume at least a pint a day, children 
If this was all that was 
needed, then there would be no! 
problem of under-consumption.” 
Both product and consumer re- 
search were advocated by Mr. Jar- 
as essential steps prior to 


| launching of any group advertising 


effort by the dairy industry. He | 
that the success 


achieved by cooperative groups in 


other fields had come about be- | 
cause each had discovered what 
could actually be “sold” to the 


Discusses Industry Problems 


From a marketing standpoint, | 


emphasized the prob- 


in the declining birth rate. Almost 
69 per cent of regular milk con- 
sumers are under 20 years of age. 
Milk promotion, he urged, should 
seek to turn a portion of the in- 
frequent users into regular con- 
sumers and to make _ occasional | 
consumers cut of some of the “no 
milk” consumers. 

“It seems to me,” he commented, 
“that the dairy industry has per- 
haps paid too much attention to 
the dietary needs and psychology 


value 


+ 
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‘THE WERALD'S SUMMER CITY CIRCULATION TOPS THE WINTER CITY CIRCULATION OF MIAMI'S SECOND PAPER 
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MIAMI, MIAMI BEACH, CORAL GABLES, HIALEAH 


| state of Washington. 
| sumption 


CHART SHOWS CO-OP BUDGETS IN FOOD FIELD 


ee 


California Citrus (sunkist)... . . . .42,000,0002 


SIZE OF INDUSTRY IN 
DOLLARS FARM VALUE 1937 


Florida Citrus (SEALD-SWEET). . . . $1 100,000 22 $ 150,000, 00022 


Texas Citrus (tex-sun). . . 


Canned Salmon 


Idaho Fruit & Vegetables 


American Cranberry 
California Walnuts 
Hawaiian Pineapple 
Washington Apples 
Bartlett Pears 


California Raisins (sun-maio 
California Prunes & Apricots 


Pea Canners 
The Tea Bureau 


THE DAIRY INDUSTRY (F:cvctfs 


ad 


3 
S 
i 


Exchange 


QV 
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300,000 22 
200,000 22 
170,000 22 
350,000 22 
750,000 22 
218, 000 22 
130,000 
150,000 22 
125, 000 22 


. . « « « 300,000 22 


$8 800,000 22 


$7,000, 000 22 
$10,000, 000 22 


$24 000, 000 22 
$ 6,000, 000 22 


150,000 22 
$ 1,000,000 22 


$ 6753522 


$ 3.500 00,0002 


This chart, presented by Theodore P. Jardine, of the J. Walter Thompson Company, in @ recent address to the National 
Dairy Council, shows that the dairy industry (despite large advertising budgets of individual members not included in 


of the cow, and too little attention 
to the selling of its own products 
on the basis of the dietary needs 
and psychology of the consumer. 
“Supposing — scientific research 
found that milk contained essentials 
by which life could not only be 


prolonged, but that youthful vigor | 


could be sustained for 
period of time in 


a greater 
middle aged 


| people, so that age would be meas- 


ured by one’s birthdays and not by 
one’s physical condition. 

“Let the dairy industry become 
the Pone de Leon of 1939 and all 
your troubles of over production or 
under consumption will vanish.” 


Reviews Other Fields 

Reviewing cooperative campaigns 
in other fields, Mr. Jardine men- 
tioned the apple advertising of the 
Apple con- 
was 106.9 pounds per 
capita in 1899, he said, and no food 
product experienced more ups and 
downs. Formation of Washington 
State Apples, Inc., in 1936 preceded 
the organization’s first advertising 
campaign which increased the farm 
of the state’s commercial 
apple crop to $16,686,000, as com- 
pared with $13,458,000 in 1935. Re- 
turns to growers increased $3,250,- 
000 despite a 3.5 per cent decrease 
in the commercial production of 
apples. 

A variant problem was faced in 
organization of the advertising 
campaign for California Fresh Bart- 
lett pears, Mr. Jardine 
Here the objective was build 
consumer desire soon as the 
fruit was available, rather than to 
allow prices to decline sharply with 
peak arrivals 


to 


as 


Advertised Brands Gain 
He quoted the Federal State 
Market News Service reports show- 
ing that the average box price of 
Oregon Fresh Bartletts and Wash- 
ington Fresh Bartletts 


-both non- | 
advertised brands declined nine 
and 19 cents, respectively, from 


1936 to 1937, while the price of the | 


California Fresh Bartletts gained 
15 cents per box as a result of the 
advertising placed behind the 
brand. Total interstate shipments 
of this brand gained 11.8 per cent 


in 1937 over 1936. 

One of the best known cam- 
paigns is that of the California 
Fruit Growers’ Exchange, a _pro- 
gram which began in 1907 and has 
been carried on ever since The 
total budget for the Exchange dur- 
ing the past 25 years is estimated 


the figure shown) lags behind other groups in cooperative national 


continued. | 


at $17,000,000 in national adver- 
| tising, a large sum, but one repre- 
| senting only 1.3 per cent of the 
| total return to the Exchange. 


Citrus Consumption Tripled 


Mr. Jardine also pointed out that 
during the past 20 years, consump- 
tion of citrus fruits has grown five 
times as fast as the population, and 
that in the 30 years since the Cali- 
fornia group. started advertising 
per capita consumption more 
than tripled. 

The campaign launched by the 
canned salmon industry in 1936 
| also had as its objective stabiliza- 
|tion of the market and avoidance 
of huge carryovers. Benefits of the 
campaign were revealed when sales 
during the 1936-37 pack year 
reached a total of more than 9,500,- 
000 cases, exceeding by 3,000,000 
cases the average yearly sales dur- 
ing the five years before the cam- 


has 


paign started. 


| have 


;on 


promotion of its product. 


Carryover was re- 
duced from the previous average 
of 1,000,000 cases to 199,000 cases. 

The California Walnut Associa- 
tion had three main objectives in 
starting its campaign in 1916, an- 


other long-range drive that has 
|}continued through the years. It 
sought to increase consumption, 


broaden the consuming period and 


| to create a preference for the Dia- 


mond brand. 
been 


All of these objective 
attained, Mr. Jardine 
reported, commenting particularly 
the fact that advertising has 
stimulated such a demand that be- 
tween 40 and 50 per cent of the 


product is consumed after the 


|Christmas holidays, whereas both 


wholesalers and retailers formerly 


| withdrew it from sale after Jan. 1. 


The Tea Bureau, one of the more 
recent cooperative efforts, has also 
proven successful enough to war- 

(Continued on Page 27) 


Granted by the FCC June 
21, 1939. 5000 Watts cre 
a lot of Watts in any 
man’s language. WBNX 
has 5000 Watts in 
Everyman's language! 


WAN enon 


1000 WATTS NIGHT 
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MILK PURCHASES PER WEEKLY INCOME | WHERE THE MILK MARKET IS ‘Benedict Joins 
McCann-Erickson 
Edward H. Benedict, for the last 
four years with the New York of- 
Average Weekly Quarts Per Week Per i an i faa eee. 
. crat, has joined McCann-Erickson, 
income Person lo Fami ly Inc., Chicago, as assistant to G. Vic- 
tor Lowrie, media director. 
1.73 Mr. Benedict was formerly in the 
° media departments of Benton & 
Under $5 (\ () Bowles and Erwin, Wasey & Co., 
New York. 
$5 up to $10 (\ f} 1.65 OF sng: 
P Heaslip Leaves Mathes 
Charles T. Heaslip, director of 
$10 up to $15 (\ 2.00 public relations, J. M. Mathes, New 
York, has resigned to set up = 
own public relations firm at 200 
$15 t $20 2.44 ans “-: — ri = Madison avenue, New York. The 
up to —_—oeae 11% 25% new company will specialize in in- 
Hever 10% 11% 21% 50% dustrial and public utilities work. 
$20 t $25 S77 ; ; F ; ; Before joining Mathes six years 
up to | Juveniles drink the most milk, according to this chart, but the number of children ago, Mr. Heaslip was publicity di- 
| is decreasing, which constitutes one of the major problems facing the dairy rector of N. W. Ayer & Son, New 
| industry. The suggestion given the Council on this was to devote more attention York. 
$25 up to $50 (\ 3.21 | toward making frequent users out of the “no milk" or "infrequent" group. —_—__ 
=e ——— |Sampson Promoted 
$50 u to $75 3.56 proprietor of a Schenectady drug | garding drugs, devices or cosmetics R. M. Sampson has been ap- 
P _store. Among the powers to be| in situations involving, in the opin- | pointed national sales manager of 
| given him under the Rapp law are| ion of the secretary, imminent dan- | KWK, St. Louis. He will continue 
$75 up to $100 3.62 | these: “The secretary may cause to| ger to health or gross deception of | to direct sales promotion. 
P be published from time to time re-| the consumer.” = ange ager 2 
ports summarizing all judgments,}| Enforcement of the Bewley law,| Joins “Baby Talk” 
decrees and court orders which| which has the same effective dates} pjartin H. Battestin. with Home 
have been rendered under this ar- , . 


Although poorer people have more children, they do not buy more milk. 


chart shows the direct relationship 


This 


Milk Month Drive New York to Get = 


Spurs Hope for ‘40 
National Drive 


(Continued from Page 26) 
rant expansion. Results for the 
first five months of 1937 showed a 
sales increase in 10 test states of 
4,699,227 pounds over a like period 
in 1936. 

Mr. Jardine closed his remarks 
on these cooperative campaigns 
with presentation of a table show- 
ing estimated amounts spent by 
each group for advertising as com- 
pared with yearly dollar volume. 
Admitting that the smaller amount 
($67,535) shown for national pro- 
motion by the dairy industry was 
open to dispute in view of the 
larger sums expended by indi- 
vidual members, he nevertheless 
emphasized that this industry had 
not yet built up its promotional ef- 
forts to the point its size deserved. 


Heineke Promoted 


Walter F. Heineke, formerly sales 
manager of Schering Corporation, 
Bloomfield, N. J., has been ap- 
pointed products manager and 
general coordinator, a new Schering 
post. T. Floyd-Jones, sales man- 
ager of medicine cabinet products, 
E. R. Squibb & Sons, New York, 
has assumed Mr. Heineke’s former 
position. 


To Ruthrauff & Ryan 


Bauer & Black division of Ken- 
dall Company, Chicago, has ap- 
pointed Ruthrauff & Ryan, New 
York, to handle advertising of Ve- 
lure iotion, effective Sept. 1. 
Ruthrauff & Ryan has been in 
charge of promotion on other Bauer 
& Black products. 


Herald Agency Expands 


Herald Advertising Agency, 
Philadelphia, has moved to larger 
quarters at 13 S. 21st street. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeognaphing 
THE LETTER SHOP, Inc. 


+4 So. Dearborn St. Wabash 8655 
CHICAGO 


——— 


of weekly income to milk purchases. 


Tighter Food and 
Drug Laws Sept. 1 


| Albany, N. Y., July 6.—Analysis 
|of the Rapp law which becomes ef- 
fective in this state, save for its 
labeling provisions, Sept. 1, shows 
ithat it will give the State Board 
of Pharmacy and its. secretary 
| greater power to regulate the sale 
and advertising of drugs, poisons, 
cosmetics and devices than the 
federal food, drug and cosmetic 
act bestows upon the Secretary of 
Agriculture. 

The Rapp bill was introduced 
last spring (ADVERTISING AGE, April 
10) as an amendment to the state 
agriculture and marketing laws. 


equally stringent, will become ef- 
fective Jan. 1. 

The final version of the Rapp 
bill, however, contains a _ clause 
exempting publishers, broadcasters, 
advertising agencies and 
|from penalties for dissemination of 
\false advertisements if they fur- 
|nish the secretary of the State 
| Board of Pharmacy with the name 


Its labeling provisions, viewed as. 


media 


‘and address of the manufacturer, | 
packer, distributor, seller or agency | 


who caused them to disserninate 
the offending copy. 


|adulteration, packing and branding 
of food products, although there is 
a variation in the wording of the 
| two statutes. The Bewley law per- 
|mits the court, in the case of a 
newspaper, magazine, periodical or 
|other publication published at reg- 
|}ular intervals, to refrain from re- 
straining the dissemination of a 
|false advertisement in a particular 
issue if such action would delay 
delivery after the expected date. 
An added proviso is that this “‘de- 
|lay’’ would be due to methods by 
which the manufacture and distri- 
bution of the publication is custo- 
marily conducted by the publisher, 
\“in accordance with sound business 
practice and not to any method or 
|device adopted for evasion of this 
section.” The Rapp law does not 
contain this clause. 


A similar clause is contained in | 
the new Bewley law, relating to} 


Secretary of the State Board of 


|Pharmacy is George W. Mather, 


advertising was ‘‘corny.”’ 


sensation— 


You can get this book now—and without one 


a prescriptions for advertising design 
sue. 


Jim Mangan on “CORNY ADVERTISING!” 


Of course you have heard about the famous talk at Cleveland, Ohio on May 5 when Jim Man- 
gan pinned back the collective ears of advertising technicians by asserting that 90% of today's 
Now Jim has been put on the spot to prove what he says by 
showing his conception of what advertising design should be today. He has written the 
SS. for a complete $5.00 book to be published in the fall. 


DESIGN: THE NEW GRAMMAR OF ADVERTISING 


THE PRINTING ART de-luxe advertising magazine published quarterly—the price $2.00 for a 
Single copy. The Editors of THE PRINTING ART have secured the complete manuscript with 


Get your reservation in today—you may order your copy on approval. 


THE PRINTING ART, 4660 RAVENSWOOD AVENUE, CHICAGO 


Experts say it will be a 


cent extra cost by reserving the next issue of 


and the whole story will appear in the next 


ticle. 
“The secretary may also cause 


to be disseminated information re- 


Si ke 
Aik ti VX. 3 


< 
| 


building. Orders 


Polk & La Salle Streets 


on labeling and other provisions as 
the Rapp law, is vested in the com- 
missioner of agriculture and mar- 


Complete facilities for the produc- 
tion of Printing—from the prepara- 
tion of copy to the mailing or ship- 
ping of the completed job—are 


housed in this modern, fire-proof 


be handled efficiently and promptly. 
Located within easy walking dis- 
tance of Chicago's Loop district, it 


drop in at our office and discuss 


their printing plans with us. 


PRINTING PRODUCTS CORPORATION 


kets. 


Arts - Needlecraft, New York, for 
the past 14 years, has joined the 
advertising staff of Baby Talk, New 
York. 


\N 
\\ 


AN 


KY 


OUR PLANT AT 124 WEST POLK STREET 


A Center of Printing A.ctivity 


— 


let, 


of any size can 
the 


@ @ Every piece of printing 
produced in our plant is 
carefully supervised. Be it 
a Catalog, Publication, Book- 


of advertising literature, from 


each is handled by men with 
years of experience in the 
highest standard of quality. 
We welcome an opportunity 
is most convenient for buyers to to 


your next job of printing. 


Broadside or other form 


very first step to the last, 


cooperate with you on 


CHICAGO 
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ADVERTISING AGE July 10, 1939 


TRADEMARKS IN BOND NOTE COPY 


Index of Retail Activity in 79 Important 
Tae eR SOUS 8 comma Markets 


due January 1, 1952 
NOTICE 1S HEREBY GIVEN that, pursuant to the provisions of Article IV of Indenture dated as of Janu- 
ary 1, 1937, between the undersigned and The First National Bank of the City of New York, as Trustee, 
there have been drawn by lot for redemption on July 1, 1939, through operation of the sinking fund, 
$750,000 principal amount of the above described debentures, bearing the following serial numbers: 
$1,000 Debentures 


11887 15851 «95723 18576 2148) 
21706 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1939, by Advertising Publications, Inc.) 


29014 «30188 «=S1838 34313 37458 etme 


Joos? oes 31887 seadi 37483 I RETAIL ACTIVITY in 


12101 13907 15238 18688 21843 29066 30478 31861 34677 37522 | MAJOR MARKETS 
jie? 439% tS810 18757 22078 oles S0e7s 300s Saahs 37559 rae compared with last year 
12399 13081 15862 18814 31985 34971 37655 | Seay spate 
12411 14073 1616S 18837 2223 (EX 31994 34972 38029 +15 | ¥ 
12426 14169 16166 18900 2293 ae 52266 35081 38166 | 
Pe 1248) (141 16199 «18904 2348 ol 32346 «635191 «(38219 | Total variation. 
12486 14176 16488 18998 22573 yD 32347 3$195 38259 | year to date O-—O—O) 
12500 14180 16535 19034 22594 T 32413 35197 38302 +10 +++ 
1254 14184 16620 19046 2 4 FY, 32546 35210 144 i | Ln oS 
2s 7 7 245 2 | 
i200 fats tenth forse 22501 Sse 35297 38402 ute — WA — 
12008 1425 16726 419214 22561 = a pra oe 55451 38432 +5 | TI a 
12621 142759 «616781 99221) «224235 290172 «5 2785 35364 38455 | 
12657 14519 1678S 19761 22768 29232 30706 32803 35365 38502 LAST |||) ——_e 
toner sass boone $0707 2283 forth 3ors8 32880 35488 38827 vear [TT aw 
128 14536 16970 20034 22868 29298 3O77S 32875 3551S 38538 | | Ay 
12911 146578 16985 20074 22878 29359 3078S 32882 35538 38555 = 5 
129%) 14990 17000 20094 22918 2936S 30865 32957 35643 38586 | 
12960) «1461 17425 20120 22965 29370 30866 32976 55682 38607 ve } NY 
12000 14718 17499 20165 25003 29379 «30914 33095 35891 38657 
18012 14735 17599 20247 23068 29439 30924 33209 35917 38696 -190 
13084 «614768 #17534 20285 23072 29490 30931 33268 35966 38701 
13192 14805 17648 20295 23253 79501 30941 «433359 36007 38806 
1325S 14877 17749 20383 25286 29580 31191 33399 36022 39000 —1§ 
15268 149019 17763 20476 25310 29660 «41309 «433428 36025 39018 
13289 18057 17860 20506 25527 33 36028 = 39019 
13338 15143 17809 20556 235656 33523 36154 39024 
iisee tater 17025 ores 23788 li~_ > sere 36222 39100 
13842 15236 18016 20768 23786 VEEDOL 33623 AH gouge ij 1 8 15 22 29 6 13 20 27 3 10 17 24 7 
5 9 49 a 
t3er? $300 Ihave 20840 isto eee 33707 36347 39261 — ~ , ~ _ “ cya 
13705 1834 18039 2 wi 3 36352 39374 
im te fee tee ee ean nee fel fast fe JAN. APRIL MAY JUNE JULY 
13784 «618425 18224 212 241M 29670 31452 33906 36628 39540 
13785 18250 21258 24167 29751 «S471 S391 36629 30541 
Bast Se UNS 2G Hata nse fost ast tot Sey et 
4 
rose 4894 MSS 7911 9580 11774 tieee 9083 teens 28080 24385 3ea2s 20087 bores Siete 34433 31334 ions % Gain % Gain 
be 6343 F ” 26-Week 26-Week 26-Week or Loss” or Loss 
$500 Debentures ef . 7 ‘ ~~ 
D-10 27 35 70 73 77 84 186 18S 189 200 230 200 313 gab ate Eh ot a 1939 1939 . _— hs _, % Gain 
' : ‘ ie onded onded Ende over over ondec ondec or 
; The debentures herein designated by sumber will be redecmed through operation of the slaking City July 83,1937 July 2,1938 — July 1, 1939 1937 1938 July 2,1938 July 1, 1939 Loss 
oe fund for such debentures at the current sinking fund redemption price, namely 102/2% of the prin- : atta — mee ee = —— 5 : —s 
ah cipal amount thereof, together with interest accrued thereon to said date of redemption, upon surrender |Akron, O. teen teens 8,850,479 6,311,737 5,038,231 —43.1 —20.2 224,123 180,155 —19.6 
. ay thereof with all unmatured coupons attached thereto, at the office of the Trustee, The First National Albany, i Serre 5,206,895 4,445,435 4,307,291 —17.3 —3.1 173,680 166,213 —4.3 
Ae Bank of the City of New York, 2 Wall Street, New York, N. Y., on or after July 1, 1939, on which date Altoona, PR. secsccses 3,590,292 2,616,334 2,937,928 —18.2 +12.3 84,546 104,188 + 23.2 
ea” * interest shall cease to accrue on the debentures so designated. Bese. GR senicavers 8,004,612 7,502,544 8,488,102 + 6.0 +13.1 245,770 301,336 + 22.6 
a TIDE WATER ASSOCIATED OIL COMPANY Baltimore, Md. ....... 11,901,570 11,117,512 11,111,617 —6.6 —0.1 345,600 396,241 +14.7 
ie Dated May 29, 1939 By: K. R. HANKINSON, Treasurer Birmingham, Ala. .... 6,476,652 6,288,660 6,457,192 —0.3 +2.7 222,530 230,650 + 3.6 
Boston, Mass. ........ 10,396,620 9,457,547 9,682,706 —6.9 + 2.4 230,158 255,025 +10.8 
Bridgeport, Conn. ..... 5,100,228 4,494,392 4,866,574 —4.6 +8.3 157,948 191,950 + 21.5 
ieeeenion : = - mumese, Mi Bs ccovcesss 9,533,958 8,344,434 8,145,662 —14.6 —2.4 238,966 276,500 + 15.7 
in eeebeeh to the oe oh A Peeeeree 2,042,748 1,901,23 2,066,027 +1.1 +8.7 69,195 77,085 +11.4 
Tide Water Pack — oO me president Of) Gcdar Rapids, la. .... 2,669,584 2,377,942 2,461,366 —T8 35 80,738 91,560 +134 
S | Tide Water, who initiated the break | Charieston, W. Va... 5,842,312 5,594,511 5,223,281 —106 —6.6 200,424 178,598  —10.9 
. with tradition, the company’s move | Chattanooga, Tenn. ... 3,263,964 3,086,000 3,819,384 +17.0 + 23.8 120,339 148,777 + 23.6 
’ pany hal 
; te | rey ee 17,311,790 16,362,712 15,344,826 —11.4 —6.2 462,809 527,723 +14.0 
hinged on the thought that the 
. thousands of dollar ent int Cemecemmmes, GA cs saessen 9,030,867 7,827,206 8,013,116 -11.3 +2.4 246,113 246,464 +0.1 
with Sales Punch |; yeoman r m a ot Che ecse tes 10,942,979 9,023,775 5,990,499 —17.9 0.4 284,958 348,006 422.1 
ing the notices, which are required | Columbus, O. ......... 7,253,931 6,304,804 6,736,943 —7.1 +6.9 207,576 230,960 +11.3 
New York, July 6. — Another | >y law, might serve a better pur-| Dallas, Tex. .......... 10,879,983 10,679,423 10,544,995 3.1 —1.3 442,699 357,887 —19.2 
chink in the dike of dry but digni-| Pose than merely listing numbers aterm tga ER cegevces rte neg yy —10.4 —3.2 151,858 160,118 — 
; " , p PEO, Gh scsnsacwers ,015,07 6,549, 7,022,838 —12. 7.2 223,300 271,19 +21. 
fied financial advertising was made |i" lottery-like fashion. Inclusion — a Tol : 5 vi ar a6 7597842 a — i a at a wy 
; . enver, RE Te ag eae 5,142,2 ,675,60! ,097,842 } —1.7 59,507 53, —3. 
this week when Tide Water As-|°f the discs, he felt, might lead|p.s Moines, Ia. ....... 3,349,550 3279-414 3,401,728 $160 43.7 107-118 138,874 +296 
sociated Oil Company injected a those who bought the bonds to try | Detroit, Mich. ........ 11,658,097 8,958,111 10,117,452 —13.2 +12.9 304,436 367,634 +20.8 
selling note into its bond redemp- the company’s products, if the as- B.S. . | ree o4 5,291,095 5,158,761 5,287,640 —(.1 +2.5 206,136 198,660 —3.6 ' 
ae : ek kedicces a 533,6 532 793,068 +3. +5.8 50, 9,288 +5.6 
tion notice advertising, marking | S°ciation were brought to their at- aon eee Caeeeee ies na oe t.  8 wi tt A 
* Bs | tenti Fall River, Mass. ..... 1,832,230 1,626,303 1,710,985 —6.6 +5.2 66,525 $4,953 +27.7 
the first time a commercial flavor ‘©D'on. __ | Flint, Mich. ....... .. 4,637,920 3,481,142 4,162,878 —10.3 +19.6 126,462 156,800 +24.0 
has been given to this type of paid| The innovation, Mr. Murray said, | Fort Wayne, Ind. ..... 6,096,720 5,403,300 5,328,529 —12.6 —1.4 157,906 179,970 +14.0 
. |has resulted in enthusiastic ap-| Gary, Ind. ......... . 8,841,815 2,886,582 2,921,825 -24.0 +1.2 93,472 121,137 + 29.6 
space. : Pp Granada tapids, Mich 5.577.904 4.403.122 4 —20.4 + O.8 ; 162,638 +13 “ 
The departure takes the form of | PTO’ al from dealers. The stream- a a Bn cect ne Sand a wt = a tee ot NE 
. bode sum areas pies Greenville, 8. C. ..... 3,423,17 3,143,40 : —4.2 + 4.3 53,68! + 20.7 
four companies’ Tydol trademark |!ined redemption notices appeared vtaneqtggs aad 2 remain 3/360 400 3268 146 ; f 27 n 26 330338 a3 
discs spotted among the numbers |! the New York Times and Wall] Indianapolis, Ind. .... $%,537,302 7,947,220 8, 13.4 +4.0 263,606 322,546 + 22.4 
of debentures listed for retirement. Street Journal. Albert Frank-| Jacksonville, Fla. .... 4,587,114 4,341,998 4, —1.1 + 4.5 109,830 164,150 +49.5 
The discs apply to Tydol gasoline | Guenther Law is the Tide Water Jersey City, N. J. ..... 1,264,345 1,088,233 1, te 45,661 40,198  —11.9 
? nt 1. na = Agency. Kansas City, Kans. ... 1,355,970 1,395,100 1, 4.9 —7.6 58,240 42,399 27.2 
and heating oils, Tycol oils and | enc) Knoxville, Tenn. ...... 5.140.674 5.088.942 5, 14.6 L 5.6 180,122 196,588 +9.1 
greases and Veedol motor oil. RS Ey Little Rock, Ark. ..... 4,838,974 4,558,926 —4.6 +1.3 193,676 180,838 —6.6 
According to George J. Murray, | PHILIP DE ANGELUS Los Angeles, Cal. ..... 12,945,093 11,566,037 2.1 + 9.6 405,656 451,697 +11.3 
ht » ; Louisville, Ky. ....... 8,215,659 7,237,094 11.3 + 0.7 261,642 285,463 +9] 
=" _ cers : caw , tics —— Ai < wrt a 
——— __ Yonkers, N. Y., July 5. Philip | Conn, Mass. ...... 7S 8.138,350 4,059,398 16.0 6.4 136,248 “188,454 =+38.3 
| De Angelus, founder and president Manchester, N. H. ..... 1.832.730 1,873,772 45.5 +3.2 70,702 81,514 +15.3 
The Pecife Bere! P ay of De Angelus Outdoor Advertising,| Memphis, Tenn. ...... 6,116,448 5,626,026 2.4 6.1 177,926 224.868 +26.4 
paper of the West, will be published Inc., died at his home here last a mwaukee, = eves Breuer 1,550,106 19.5 e. 223,196 232,967 +4.4 
on a bi-weekly basis commencing week. He was 58 years old He ainneapotis, Minn. - 4,659,581 «6,808,804 2 ell - a 266,270 276,646 +3.9 
uly Ist . are New Bedford, Mass. .. 1,717,1 598,036 567,14 8.7 =i. 50,83 ~ 64,176 +26.2 
: pn — had handled outdoor advertising for New Maven "Coan : 1'872'300 582 312 4'651,570 4.5 + UB 163,548 167,216 +22 
ed Se remainder Re aD gy ome several theatrical and film compa-| New Orleans, La. ..... 10,183,792 9,254,609 9,665,224 —§,1 +4.4 282,907 307,867 +8.8 
ust 12-26, September 9-23, October nies, and for Ringling Brothers- | New York, N. Y. . os 34,382,960 30,181,674 30,197,543 —12.2 +0.1 877,523 975,649 +11.2 
14-28, November 11-25, December 9-23. Barnum & Bailey Circus. | Brooklyn, N. y tetas 3,592,636 ee 2,623,834 2,062,664 42.6 —21.4 84,878 62,508 —26.4 
With 90,000 coverage in the Nation's a Norfolk, Va. ...... - 4,818,072 4,707,346 4,802,420 0.3 + 2.0 ~ $93,284 183,792 —4.9 
No. 1 farm market, the Pacific Rural Oakland, Cal. ...... . 8,959,150 3,660,137 3,952,808 ——0, 3 +8.0 115,281 124,384 +7.9 
Press reaches more than 3 out of 5 Leach Named | T#OKlahoma City, Okla. 6,061,932 6,051,598 4,741,044 21.8 21.7 224,532 152,824 —31.9 
occupied farm homes in California Sester ¥. teeth Mew Youk ; theoot m ): SPPTerrireere 6,065,357 5,185,324 5,523,883 —8.9 + 6.5 178,206 161,500 +1.8 
Represented _ nationally orter F. Leacn, NCW York, has | Philadelphia, Pa. ... 15,728,843 13,340,261 13,979,944 —11.1 + 4.8 459.074 453,296 aust 2 
by The Katz Agency. | been appointed publicity director of | Phoenix, Ariz. ........ 3.654.280 3,904,514 3,705,128 +14 —5.1 ~ 422,724 123,298 +0.5 
PACIFIC RURAL PRESS the annual convention of National | Pittsburgh, Pa. ... . 13,240,542 10,459,694 10,315,503 22.1 —1.4 362,040 339,892 —6.1 
Sen F ; Cam Food Distributors Association to be | Portland, Ore. ..... 6,275,882 5,799,030 6,350,885 +1.2 + 9.5 234,528 273,490 + 16.6 
ee held at the Sherman Hotel, Chi- mone ree Va 5,557,028 4,833,587 6.0S0,088 — ae ~oooe 586,298 reas 
=|! cago, Aug. 23-26. wii Richmond, Va 6,696,774 6,107,752 = wa aeuaes . , 73,006 = ne waea - 
Rochester, N.Y. . 9,538,092 7,300,896 7,742,822  —18.8 6.0 235,061 281,715 +19.8 
Rock Island-Moline 4,550,452 4,357,262 4,243,964 6.7 2.6 70,4236 204,190 +19.8 
Sacramento, Cal : 4.405.121 3,946,737 4,178,720 5.1 +5 9 134,064 142,464 +6.3 
San Antonio, Te x ‘ 3,373,531 3,097,798 3,584,479 + 6.3 +-15.7 92,043 119,408 +29.7 
San Diego, Cal 7,244,476 6,229,688 6,399,925 11.7 + 2.7 249,312 243,852 2.2 
Seattle, Wash es 5,160,224 4,597,275 «BTS, 286 + 8.1 + 21.3 138,361 162,904 417.7 
K E E P Oo N D Oo 7 N G I T **South Bend, Ind 4,898,614 3,593,195 2,753,449 —43.8 23.4 111,587 92,475 17.1 
. §§Spokane Wash 3,919,678 3,617,810 3.250.886 14.5 7.4 136,500 128,394 5.9 
St. Louis, Mo ‘on . 10,070,085 9,129,260 9.192.660 &.7 + 0.7 296.555 299 880 + 0.9 
ite, LY, ; / J 2, Wi 2 H#St. Paul, Minn 6,265,685 5,985,358 5.337.336 14.8 —10.8 143,923 186.149 29.3 
y (8 ne nae meme ay . Syracuse, N.Y... . 6,152,806 «5,368,956 6,169,709 +03 +149 164,864 237,944 444.3 
# * Tacoma, Wash. ....... 3,327,386 2,982,056 3,113,32 —6.4 +4.4 102,620 112.336 +9.5 
~~. Tampa, Fla. . 3,244,210 3,086,776 3,325,393 + 2.5 + 7.7 116,088 122,234 +5.3 
= The Old-Fashioned Way THE FAITHORN WAY oe Ont., Can. . 10,475,479 8,981,470 385,175 20.1 6.6 225,705 285,558 + 26.5 
“ Troy, N. Y¥ i aie eo 4 ©? 094.022 1.5 + 4.7 72.744 88.564 + 91.7 
First the en = ‘ . = anneal + ~<a thnk tet. a ina a 
place Than tho tynceresher— Call in ONE concern and give ALL ape Okla - : 4,977,526 4,562,552 KS om), 5 178.248 148.414 16.7 
“ . eed . . ashington, D. C 19,374,640 7,230,419 11.7 .7 : 96 4 a ) 
maybe half a mile away. After your instructions to ONE MAN, ""Worcester, Mass 6.285.008 7 aaa aha + “ ° = He gt san ane : 7 : 
: that the printer — maybe a to handle ALL THREE operations. Youngstown, O . 4,691,264 3,797,340 3,770,527 19.6 0.7 129.434 147.578 +14.0 
ae mile off in another direction. Then you'll have— ; : : = 
Calling in— interviewing — Tota 533.181,032 472.050,917 478. 978,526 10.2 +15 15,802,888 17,027,155 + 7.7 
giving instructions—checking ONE man to instruct—instead of three. ‘Akron Times-Press discontinued Aug. 28, 1938 
TE Sa = up—telephoning. Trouble — ONE order to write out. **News-Times discontinued Dec. 28. 1938 
worry— uncertainty. ONE firm to deal with. $3 ot haem = ws discontinued Jan, 14, 1939 
After that —misunderstand- i es : rt0h lahoma News discontinued Feb. 24. 1929. 
ings — mistakes rae ALL responsibility is now with ONE 3 doe Post discontinued Oct. 1, 1938 
¢ So ¥ r ° §§Spokane Press discontinue March 39 
Why continue the old-fash- instead of three—you'll get undi- +*St Paul Daily Ne ws ‘Gaaentinean Anes a 1938 
ioned way? It vided interest and attention. This {Chicago Herald & Examiner reduced to tabloid size Sept. 1, 1928 
‘**Linage for current week not received. All figures deducted from totals 
a, WastesTimeandMoney ‘ Saves Time and Money | sa: + sionanaliascclir wisn velbacascsaat: ths 
ae » FF Cc Williams Shifted i 
uv 
Le ee i ian a Witsen tenety nee] Ce ee ee |e ee ciel 
e* ‘ “i. ams, formerly man- umbermens utua “asualty . A. Hamala has been appoin 
; Ad-Setters + Engravers «+ Printers ager » mamnel were i ; “a : , 
# 4 ager of the magazine division, has |Company, Chicago, has been elected | advertising manager of Electric 
Phone Wabash 7820 504 SHERMAN STREET. CHICAGO been appointed district manager of|to membership in the Association Vacuum Cleaner Company, Cleve~ 
| . nF W —— Serves, division iz National Advertisers. N. C. land, succeeding W. F. Conley, who 
a © DAY AND NIGHT SERVI CE iy 4 xige Corporation, New Flanagin, vice-president, will rep-|has joined Beaumont & Hohman, 
. ee | SOFK. | resent ine company. | Cleveland, agency for the company: 
4 
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Ee % 5 } ‘ i / 


Pal 


: — Py a - 5 ae : mn 
. ch pa Ss : ; a. ee se baat. a Me er iE i ae rite oe tae reper. 
‘ * . ; foal ‘ * ‘ I cy + iy ? ‘ 3 o. sate FS me 6. ey * tate ree “ - ws wf : = ee, Sa" 5 : : P eS 
: <4 e * ? q . » a i : | ¢ ee aes 
oF - ; 
e 
>? LL 
athens ee —— ~~ 
hae) ‘ 

7 Ti 
ae 
isp. 
sie rad 
_ css 
aT 
ee! 
ct f § 
im ea q 
fo ‘ PE —| 

3 a a Ts a a  . ce 


July 10, 1939 


ADVERTISING AGE 


— — 


Ma 


The rates for this department are as follows: 


“Help Wanted,” 


cash with order. 


“Positions Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge $1. 


“Representatives Wanted,” and 


Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 iIn.., 
$4.75 per inch. Write for folder describing discounts for term insertions. 


POSITIONS WANTED 


POSITIONS WANTED 


ADVERTISING EXECUTIVE 
AVAILABLE TO 
NATIONAL ADVERTISER 
DESIRES location with nationally 
known manufacturer in or near Chi- 
cago. a ae of assuming complete 
charge o Advertising and Promo- 
tional activities. Would consider con- 
nection as assistant to present Ad- 
vertising Manager. 14 years’ experi- 
ence with 4A Agencies and as Adver- 
tising and Sales Promotion Manager 
of nationally known manufacturer. 
Thorough advertising background, in- 
cluding copy, publicity, market inves- 
tigation and export advertising. Wide 
range of experience in merchandising 
and dealer advertising. Now Account 
Executive with prominent 4A Agency. 


Age 36. 
Box 1818, ADVERTISING AGE, Chgo. 


Of all the copy appeals—humor is the 
most dangerous. And anyway it isn’t 
funny when a copywriter needs a job 
Do you need a copy man? 
Box 1817, ADVERTISING AGE, Chgo. 
COMMERCIAL ARTIST —truly crea- 
tive, well exp. in merchandising and 
in national and local advertising. Age 
26. B.S., B.A., & M.A. degrees in art— 
unusually competent in planning cam- 
paigns, layouts, working drawings, 
any medium. Address 
Box 1814, ADVERTISING AGE, Chgo. 
REPRESENTATIVE AVAILABLE 
EXPERIENCED SPACE SALESMAN 
wants to represent an aggressive 
trade publication in Ohio, its bound- 
ary states and western N. Y. 
Box 1816, ADVERTISING AGE. Chgo. 
PHOTO AD-CARDS 
BEAT THE SUMMER SLUMP 
Go after business the modern way by 
using our PHOTO AD-CARDS. Eco- 
nomical and very profitable to use. 
Samples and prices on request. 
GRAPHIC ARTS PHOTO SERVICE, 
HAMILTON, OHIO. 


SALES EXECUTIVE: Aggressive and 
responsible man with 15 yrs. execu- 
tive experience in the beverage and 
brewery business is interested in con- 
necting with a financially sound 
brewery. Thoroughly capable of or- 
ganizing and developing an _ intelli- 
gent and practical sales and advertis- 
ing program. Full details given upon 
request. Address 

Box 1819, ADVERTISING AGE, Chgo. 


UX PERIENCED 
ADVERTISING MAN 
AVAILABLE TO 4A AGENCY 
Thorough background of 13 years na- 
tional advertising management and 
4A Agency Account Executive ex- 
perience covering a wide range of 
products. Capable of handling adver- 
tising in its entirety, from merchan- 
dising recommendations to final place- 
ment, including copy and creative 
ideas. Nation wide field contacts with 
dealers and distributors. Past record 
will stand close inspection. Now em- 

ployed—Age 34. 
Box 1815, ADVERTISING AGE, Chgo. 


SPECIAL 
NEW WAY 


SERVICES 


TO SAVE MONEY! 
Even tho your budget is extremely 
limited, spend it effectively. Utilize 
this newest process which does away 
with expensive typesetting and cuts!! 
Perfect process for all sorts of pic- 
torial advertising, literature, sales 
letters, price lists, catalogs, booklets, 
bulletins, broadsides, etc., etc. 
Short runs no penalty. 

Any size can be furnished. 

500 COPIES (8%”x11") $2.63 
Additional hundred copies only 
Even lower prices to quantity buyers. 

Send for free informative book. 

Laurel Process, 480 Canal St., N. Y¥. C. 
Just phone WAlker 5-0526, if you are 
in New York City and Metropolitan 
Area. A trained representative will 
give you complete details. 


22c 


Zenith Names Two 

Sylvester T. Hompson 
named a vice-president 
Radio Corporation, Chicago. He 
will continue as head of export 
sales and merchandising. John R. 
Howland, formerly assistant to the 
president of Philadelphia Storage 
Battery Company, has been ap- 
pointed assistant to the president of 
Zenith. 


has been 
of Zenith 


Joins Chemical Paper 

Ned Bailey, formerly with Barrel 
& Box & Packages, Chicago, has 
been appointed Western representa- 


tive of Chemical Industries, Chi- 
cago. 


HOSPITALITY 
in WASHINGTON 


Try the Raleigh 
the next time you 
visit Washington 
... you'll be glad 
you came. Rooms 


from $3.50. 


HOTEL 


PENNSYLVANIA Ave.at 12thSt.NW 


WASHINGTON, D.C. 
C. C. Schiffeler, General Manager 


_|pervise all sales 


Tt. B. Corpe Heads 
Lockheed Aircraft 


Advertising Force 


Burbank, Calif., July 5.—The ap- 
pointment of Thomas H. Corpe as 
sales executive in charge of adver- 
tising and pro- 
motion was an- 
nounced here 
last week by 
Robert E. Gross, 
president, Lock- 
heed _ Aircraft 
Corporation. Mr. 
Corpe will su- 


promotion, ad- 


vertising and 
| market research 
activities. 

| Although his 
| greatest business 
| successes have been in this country, 
|Corpe served in both the Canadian 
and Royal Air Forces in the World 
War. He was one of the foremost 
aces to fly for the Allied Forces, 
had 22 enemy aircraft to his credit, 
and received the Military Cross, the 
Distinguished Flying Cross and the 
Croix de Guerre. He served over- 
seas from early 1916 until the ter- 
mination of the war. 

Following the completion of a 
distinguished service record in the 
war, Mr. Corpe joined General Mo- 
tors Corporation, first as assistant 
technical engineer, and later acted 
as special sales representative 
abroad for that corporation. Subse- 
quently he returned to the Fisher 
Body Corporation in the advertising 
and promotion department, and was 
later transferred to the Canadian 
Branch of the General Motors Cor- 
| poration where he directed that 
division’s advertising. 


T. H. Corpe 


into 


THIS SLY SLEUTH IS NO QUACK 


SETTER CHECK THE 
PASS VisT - Teen 
THe €MPLO : 


THE PLANS FOR THE 
SOSMARINE DISAPPEARED 


“ACE SPv.. PETROL PETE = 


LUIGO PEDROSA OF 
RIO DE JANEIRO - 


TALK VS. ACTION 
We can justly brag about PDQ Petrol_.but we prefer co let 
this sensanonal new gasoline talk for usell...with action! For new 
motor car performance you can actually feel_fill up with PDQ 
Petrol and make this Plus Check Test 


© Feel its smooth PLUS POWER 
© See the speedometer prove PLUS PICK-UP 
© Hear the purr of PLUS ANTI-KNOCK 
© Bank the savings of its PLUS MILEAGE 
Then add up the score! You'll agree PDQ Petrol is the buy 


1D LIKE TO SEE 
MR PEDROSA! 


Petrol Pete, duck character featured by PDQ Petrol, has won a wide following as a honking detective hero. 


NO WONDER WE HAD meses 


BH TO CRASH His DOOR! 


THAT TAXIS THE FASTEST 
CAR IN THIS TOWN — 
#OWD YOU CATCH US ? 


We USE A QUICK 
STARTING GAS - 


PDQ PETROL 


he 
= 


— ae 


The cartoon 


style copy appears in West Coast newspapers and ties in with 24-sheet posters also spotlighting Petrol Pete. Chet Crank, 


New York Price 
Rise Lends Camels’ 
Copy Helping Hand 


(Continued from Page 1) 
pack” theme to tie in with the 
higher price scale. Camel recently 
began featuring results of scientific 
research showing that Camels burn 
25 per cent slower than competing 
brands, thus giving smokers “the 
equivalent of five extra smokes per 
pack.” 

The copy, prepared by William 
Esty & Co., also employed the 
slogans, “more pleasure per puff,” 
“more puffs per pack,” and “penny 
for penny your best cigarette buy.” 
It could not be learned whether 
the linking of the theme with the 
increased prices here will be con- 
tinued. 


Jersey Business Gains 


Meanwhile, with cigarette prices 
and smokers’ tempers in New 
York State both hitting new highs 
at the imposition of the addi- 
tional three-cent tax, several to- 
bacco firms whose copy forte re- 
cently has been economy, made 
capital of the situation by rushing 
newspaper space with sales 
arguments keyed to meet the 


|newly awakened price conscious- 


ness of smokers. 

The levy of the tax saw retail 
cigarette sales drop sharply here, 
while dealers across the river, in 


| Jersey City and Newark, reported 
|increases in business ranging from 


50 to 100 per cent. Ferries and 
tubes became avenues for amateur 
smugglers bringing tax-free car-| 
tons to friends in the city, and 
postmen bearing mail order pack- 
ages likewise were accomplices in 
the wholesale law evasion. 

Brown & Williamson Tobacco | 
Corporation saw the situation as | 
offering an opportunity to feel om 
the roll-your-own trend and used | 
90 papers throughout the state to | 
play up Bugler, five cent cigarette | 
tobacco. Save not only the two} 
cent state impost, was the story, | 
but also city and federal additions | 
for a total of nine cents. 


Features Introductory Kit 


To facilitate sales to indignant | 
but uninitiated self-rollers, B & W | 
featured a 25-cent introductory kit, | 
consisting of a rolling machine, 
two packs of Bugler and four books 
of papers. The newspaper cam- 
paign is new to this area, supple- 
menting the “Plantation Party” 
radio show. 

Brown & Williamson also used a 


considerable list of papers to give | 


another lesson in economy, with 


| Raleigh cigarettes as the subject 


Headed, “This Raleigh coupon helps 
you pay the cigarette tax,” the ad- 


Inc., Los Angeles, is the agency. 


frame on the package to hold up 
the familiar Raleigh coupon. 

Copy explains: “The New York 
State tax is two cents a package. 
But if you smoke Raleighs, you get 
coupons good for worthwhile pre- 
miums. The retail merchandise 
value of these coupons will run as 
high as two cents per coupon. 
This evens you up with the new 
State tax.” 

Whether the new B & W themes 
will develop into full fledged cam- 
paigns has not yet been determined, 
according to Batten, Barton, Dur- 
stine & Osborn, the agency in 
charge. 


Agency Changes Name 


Morris-Schenker-Roth, Chicago 
agency, has changed its name to 
Roth, Schenker & Bernhard. 


Thomas, Gardner Get 
New Nesco Posts 

John F. Thomas, formerly affili- 
ated with Braun & Co., New York 
business consultant, has been ap- 
pointed vice-president in charge of 
sales of the National Enameling and 
Stamping Company, Milwaukee, a 
newly created post. 

Emmet G. Gardner, NESCO fac- 
tory manager, has been named vice- 
president in charge of manufactur- 
ing, another new post. 


STOCK PHOTOS —— 


Made for Advertising, 
Magazine use. Exceptionally large variety of 
subjects. South's largest file of Cotton, farming, 
rural and live stock pictures. World-wide travel 
scenes. Outline your needs. Selections sent on 
approval. Assignments filled 


Editorial and House 


DOWN SOUTH PHOTOS, GERMANTOWN, TENN. 


TELEPHONE 


CONVERSATION 


vertisement bears an illustration of | 


Sir Walter leaning out of his 
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30 ADVERTISING AGE , July_10, 1939 
Ld . | The FTC in many cases now |in copy as “scientific treatments for|and J. V. Cordes and his wife, 
Use of Injunctions seeks first a court order restraining | delayed menstruation.” trading as Martha Beasley Asso- Famous ‘Artists to 
the defendant from dissemination| The Wheeler-Lea amendment|ciates, Detroit. All of these have | 
s 8 |of the advertisement pending issu-|also makes possible criminal ac-|been selling products nieurtnea|& Cree Copy for 
Gaining Favor ‘ance of a formal complaint, subse-j|tion, although the FTC has not | as remedies for delayed menstrua- New Film Drive 


| quent trial and final disposition. |availed itself of this save in a few | tion. 


. An FTC spokesman said that this| instances. One case is now pend- ——_———_—- agi on Page _ 
| procedure had gained favor because |ing in the United States District Agen for uicold New York, uly 6. — national 
with the FIC of the increased speed of action| Court in Chicago and is scheduled ee pest sears Corpere- campaign in magazines and news- 
made possible and because many | for trial in the fall. tion, New York, manufacturer of papers will be launched late this 


Washington, D. C., July 6—/of the products involved are held Among the manufacturers whom | Quicold, powder to cool beverages, “month by Twentieth Century Fox 
Analysis of recent Federal Trade|to be of considerable potential|the courts, on the request of the|has named Vanderbie & Rubens,| Film Corporation in support of 
Commission action reveals that this | danger to users. FTC, have restrained from dis-| Chicago, as advertising counsel. | “Elsa Maxwell’s Hotel for Women,” 
agency is making increasing use of Criminal Action Possibl semination of advertising through ee | with advertising to be featured by 
the provision in the Wheeler-Lea cae Cen Ce injunction proceedings are the fol- Texas Network Expands | paintings of several of the actresses 


amendment permitting an immedi- A large number of instances in| lowing: Harry S. Benham, trading Tene Giake Mateaste Fort playing in the picture done by four 
ate halt through court injunction | which the FTC has so moved have|as America’s Medicine and Nu- Worth. has taken additional Goor top-flight illustrators. 

to the dissemination of allegedly | been those concerned with the sale | Mode Company, Chicago; Robert C. space ‘and now occupies the entire | In what is said to be the first 

false advertisements for products| and advertising of abortifacients, | Oberlin, trading as Research Prod- | two-story building in which it be-| time that a film company has en- 

held to be injurious or dangerous. | or products customarily referred to| ucts Company, Cleveland Heights, gan operations last year. gaged such artistic talent to pro- 

— — —— - a — - = -_ ————— ——j|}mote a single picture, Twentieth 

| Century Fox will use paintings of 


Da | four “bachelor girls’ who appear in 
the production in magazine, news- 
paper and poster advertising. The 
newspaper schedule includes 91 


newspapers. 

Artists whose work will be fea- 
tured include John LaGatta, George 
Petty, McClelland Barclay and 
Bradshaw Crandall. Both the pic- 
ture and its advertising are sched- 
uled for release the end of this 


on Merit Al One C= 


“Holland's” Organizes 
Southern Institute 


In an attempt to improve social 
and economic planning in com- 
munities throughout the South, 
Holland’s has organized the South- 
ern Institute for Town Service, 
with R. C. Morrison, city forester 
of Fort Worth, Tex., as director, 
and an advisory council composed 
of prominent Southern figures. 

Included in the magazine’s pro- 
| gram will be a series of monthly 
articles describing outstanding 
|achievements in town improve- 
ment. A lecture and consultation 
service, general information bureau 
The Evening Bulletin goes into the and awards for conspicuous town 
developments will also be empha- 
majority of homes in the great Philadel- sized. 


Forty-four years ago, with only 6,317 
circulation, The Evening Bulletin § in 


Philadelphia chose to build its future on phia retail trading area, where 95.3% of 


— i s agi) Ege ans bg ae 
its circulation is concentrated (A BC). : 


With The Evening Bulletin alone an 


merit alone. In ten years this smallest 
of thirteen daily newspapers became the 


largest in circulation. 


advertiser can reach far more homes in 


The Evening Bulletin has continued the city of Philadelphia* than with any 
for thirty-four years in first place! The seen; to be read; to be acted on. The other daily newspaper, morning or even- 
principles adopted nearly a half-century surveys shown below, made in Philadel- ing—and do so at one of the /owest 
ago continue to shape its course. phia by an impartial research organiza- costs per reader anywhere! 

No subscriber contests or premiums or tion, definitely establish that fact. Your advertising agency makes a 
prizes to subscribers have ever been used. Response to advertising in The study of comparative values in advertis- 

Today, as always, The Evening Evening Bulletin is due both to more ing space. Ask about the extra value, in 
Bulletin is sold on merit . . . bought readers and to more reading interest. reader attention and advertising response, 
solely on reader interest, confidence. ‘Together these produce greater results of circulation gained solely by natural 

And when a newspaper is sold on from advertising in The Bulletin — growth through reader interest—with- 
merit alone—purchased regularly for ite compared copy per copy. with other out subscriber contests or premiums or 
reading value — the advertiser in_ its Philadelphia newspapers. prizes to subscribers. 
pages enjoys a special advantage. More results, naturally — from the *Nine out of ten dwellings in Philadelphia are 

: ‘ single-family homes. More than in New York 
For in a newspaper bought for careful newspaper Philadelphians buy to read, pe mage page Fin eg oc A gee My nd 
, , . ‘ Cleveland and Detroit; more than in any one 

reading, advertising is more likely to be and—read to buy! of twenty-two states. (U. 8. Census 1930). 


oo oe ~ a 
Confidence Preference Response Under the same 
; ; - ; Management as 
When 1,383 business executives, Neighborhood theatres, in order to When 6,501 customers of 25 super- | 
directors and bank officials answered decide where best to advertise their markets and neighborhood stores of The Drake 
acti 2.92 ; , Rl ail CHICAGO 
the question, “In which Philadelphia attractions, asked 2,923 Patrons: one of the important chain answered Ti BI 
, “Please check the newspaper in which the question, “In which one newspaper he ackstone 
newspaper do you have the most con- you PREFER to have us advertise.” are you most likely to look for food or 
fidence?” the results were The results were: advertisements?” the replies were: The Evanshire 
: . , . EVANSTON, ILL 
' The Bulletin 899* The Bulletin |,427* The Bulletin 3,980* | T T f 
; Newspaper No. 2 217 Newspaper No. 2 588 Newspaper No. 2. 1,162 he lown Nouse 
+e Newspaper No. 3 213 Newspaper No. 3 517 Newspaper No. 3 903 A S. Kirkeby 
” Newspaper No. 4 54 Newspaper No. 4 391 Newspaper No. 4 456 ar Managing Director 
*more than all other newspapers *more than twice as many as the next *more than all other newspapers . 
combined highest newspaper combined as - 


Further information, compiled from recent surveys by an impartial research organization, gladly furnished on request 
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NUDE GRACES NEW DEPILATORY COPY 


PHOTOGRAPHIC 
REVIEW OF 


othe, 


Ee dace 


ARMOUR MEAT PREPARATION IN DEBUT 2 : 
oy + a ¥ 
‘er "4 


Parfums Chevalier Garde, Inc., New York, will use this nude all summer in magazine copy to promote Imra, a new depila- 
tory which the company has just introduced. The figure is being used to demonstrate the smooth-skin effect which is 


(Story on Page |.) 


promised to users of the new product. Abbot-Kimball Company is the agency. 


G-M STARTS CONSUMER DIESEL DRIVE 


NOW THE DIESEL ) 


Power packed, trained down ~ it’s tacking tough 
jobs on land and sea-trom coast te const 


$100 in cash PRIZES 


- oe 
Pe . re Vie Just complete the sentence LIKE TREET BECAUSE.” 
as 
we adding mot more than 15 additional words of 
-— your owe Be sure to uge your nage and addres and ail your eeiy 
t© Armour sad Company, Depe A-1, Qhcago, Ml, before midnigh« 


July 2 whee che contest closes No entnes postmarked ister thes the: 


O04 Lae er 
sorrin © 


Yor 20d view 


oowered beset detly apes waren Bat thee hethed trough 
& Mew the Bow of tell 12 kncte, oot eons tere 
that b 


Dou will be acceperd This comers @ baned mo rendenct of Rh Worse 


tnd people who bye enthia thirty miles of the dey bee Emplovers 
the new mea co (sod thew famibes) of Armour and Company ot theu advertsog agen 


are now chigeble 


Por the bew completed seasence, Armas end Company will pay 
$90 00, Second Prize $10.00, tve Third Praes 
@ Here's good news for eve 
for dinner”! Your i 
hn He likes it sliced cold for = - peng: 
etter, ] 
wheo bes bome. t ay oe 
ays reaches for 
2 os a midnight ra 4 ° 
pee =a js the reason. Deberous 
pear beolutely right! 


all ready to serve—s 

menus ne } 

EET, with all mest+ vi 

at a cost of only a few « 


DAY FROM 
LAR DEALER 


What oe 


Dieses Ewoine Division 
desea Gin Seen Gap. Soweto, ee 


gives your 
recipe™ TR 
vigor. vitality 


BAKED “TREET” 
' om can Treet . oa 


+ brow ee 


oo This spread which ran in The Saturday Evening Post last week is the first consumer copy to be used by the diesel engine 
This introductory copy in newspapers, including a cash prize contest, marked the division of General Motors Sales Corporation. This initial copy calls the consumer's attention to the application of diesels 
debut of Armour's new “Treet.” (Story on Page 2.) to commercial use. An industrial and direct mail drive will also be used. (Story on Page |.) 


20TH-CENTURY FOX GETS BARCLAY 


COMPETITION FOR CANADIAN CELEBRITIES 


~ PRESENTS 


‘MP-LETS 


Westin 
Routes en trots out its own entry for multiple honors with this new display featuring the “Quin-Temp-Lets,”” dwerflike 
B inches 4 Personify the five zones of cold in the 1939 Westinghouse refrigerator. Made of papier mache, the figures are to promote its “Else Maxwell's Hotel for Women.” He is shown here with 
* tell. From left to right: Healthy, Frosty, Crispy, Butch and Forty. A ribbon connects each figure with the com- model, one of four “bachelor girls,” whose likenesses will appear in newspaper, 
perable accessory. magazine and poster advertising. (Story on Page 30.) 


McClelland Barclay has gone to work for Twentieth-Century Fox Film Corporation 
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“How much for the jalopy?” 


N THE PURCHASE of a motor car—and this holds 

true whether you spend $100 for a jalopy, or 

$3000 for a town car—you get just about what 
you pay for. 

But it’s different with advertising. You may 
get what you pay for—you may get less—you 
may get a great deal more. 

You have only to thumb through a magazine 
to realize how true this is. Every advertisement, 
of any given space size, costs practically the same 
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as every other advertisement of that size. Yet the 
most casual comparison will reveal how widely 
those advertisements differ in interest ...in pe 
suasiveness ...in selling effectiveness. 


This being so, it becomes sound business for 4" 
advertiser to be thoroughly conversant with the 
latest advertising methods—to make certain tha! 
he is getting a full money’s worth, not on thé 
basis of yesterday's standards of effective adve™ 
tising, but of today’s. 


+ Young & Rubicam, INC. avvertisin® 


ea 
NEW YORK + CHICAGO + DETROIT + HOLLYWOOD - TorRONTO + MONT 
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